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WHEN SENDING 
ORDERS TO THE 


MANUFACTURER 
DO YOU DETAIL For some time we have been giving you sole-leather facts. 


Knowing the truth about sole leather you are in position to 
take care and avoid disturbing trade troubles due to improperly 
f 9 tanned or graded sole leather. Moreover, you have been shown 
: what advantages you have by adopting such a fine feature of 
shoe construction as “BENCH BRAND” Sole Leather. From all 
°*@e 


sources we have gratifying reports that our product is more 
popular today than ever. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


is useful to every dealer thinking of greater turnover, better 
mark-up, customer satisfaction, business expansion, stabilized 
trade, merchandising success. You may pay as much, even more, 
and still not get soling that will do all this can do for you. The 
quality of Kistler “BENCH BRAND” Sole Leather solves the 
problem, by inducing more men to buy shoes. Show them styles 
featuring “BENCH BRAND” Sole Leather. In detailing your 
lines express preference for it. 


A SELLING TIP 


Call the customer's at- 

yi | tention to the serviceable 

‘ ; - \ quality of Kistler ‘‘Bench 
— = 4110) ] | oF dank taatuen. Brand” Leather Soles; their health- \ 
WH Wil} cy protecting, moisture-resisting qual | 
"Hl 1 SoLes Come enon ity; their flexibility, which provides 
MARK. comfort to the feet. Point to the 
“Bench Brand” mark (we recommend | 

you have it on shanks) as indicating 

that the makers of The Finest / 

American Tannage endorse such 


FOUNOED - 18640 
claims. Customers satisfied 


‘BOSTON s MASS ” of ge oe easily 


WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN. 1012 NORTH THIRD STREET. MILWAUKEE. WISCONSIN 





BOOT AND SHOE RECORDER ——— 


YOIC 


© 


$69.0, THE INDIAN!” as a theme 
song for a fashion promotion was 
ridiculed high, wide and handsome 
because it came out of Dallas, 
Texas. It was whispered about: 
“No, no, a thousand times no. New 
York is the center where styles are 
born.” But Neiman-Marcus, mer- 





chants of Dallas, know their way 
about in the labyrinth of fashion. 
They used all the conventional tools, 
plus a few extra Texas twists to the 
theme of the American Indian and 
today America at large can claim 
one grand success in originality of 
design, color, merchandise — with 
the Indian brave as the star of 
stars. 

We didn’t have to go very far in 
shoes to walk down the fashion 
path for moccasins were a “natu- 
ral” and, for that matter, they’ve 
been in style for a length of time 
and the rising tide of their popu- 
larity still continues. 

A more outward and visible em- 





blem of the American Indian fash- 
ion theme was the feather in the 
skull cap which, if you have been 
going to football games, seems to 
be the “bobbing-est” touch of color 
in the entire stadium. 

So, America’s first adventure in- 
to fashioning, after the collapse of 
Paris, is the Indian theme—a natu- 
ral—but we have yet to see what we 
need most—the creation of some 
dress motif that will bring in a de- 
mand for elegant, beautiful high 
heels, adorned with eye appeal. 


START THERE 





When that day comes we will say 
America has captured some of the 
spirit of Paris. 


**WEW YORK CITY, the Fashion 
Center of the World” is what the 
Mayor’s Business Advisory Com- 


-mittee hopes to make true. So they 


sponsor a fashion show, to be pre- 
sented by the Fashion Group, Inc., 
at the Hotel Astor, Dec. 10 and 11. 
It is to be called “New York’s Fash- 


(11) 
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ion Futures” and admission will be 
by invitation. Only Spring clothes 
will be shown. 

George A. Sloan, chairman of the 
committee, says: “One of the prin- 
cipal purposes of the show is to 





establish definite trends in style and 
color for the benefit of manufac- 
turers. Failure to establish trends 
was one of the disappointing fea- 
tures of the Fall showings in New 


York.” 


. . * 


oJ AMES GORDON McNEIL, pres- 
ident of Boston’s Thayer-McNeil 
Company, is receiving congratula- 
tions from his friends on his elec- 
tion as a member of the Board of 
Directors of the Merchants’ Credit 
Bureau of that city. Associated 
with Mr. McNeil on the board are 
leading executives of most of the 
city’s big department stores and 
specialty shops. He is the only shoe 


man. New officers and members of 











[12] 


the Board were chosen unanimous- 
ly at the recent tenth annual meet- 
ing of the Bureau. 

*6§BOOST AS WELL AS BUY,” 
is the motto of E. J. Auth, buyer for 
Sibley, Lindsey & Curr of Rochester, 
New York. His pride in his home 
town made him carry the enthusi- 
astic torch for the Fikany Adjusta- 
ble Arch shoes. He brought the 
manufacturer and the inventor to- 
gether and the results show them- 
selves in Rochester payrolls, pro- 
duction, prestige and profits. 

C. F. HUGHES, Business News 
Editor of The New York Times, 
says: 

“Sooner or later everyone will be 
busy. Labor will have jobs and the 
business man will have orders. 
Profits may be reduced but patriots 

~ 


will not be critics. 
ag, 
4899, 
HOW 


ears 


“In such circumstances, with the 
green light ahead for both produc- 
tion and distribution, it would seem 
that there is little for business to 
fear in the outlook except to share 
the common anxiety concerning the 
war on democracy. However, while 
the program we have been forced 
to adopt in our own defense is one 
that means gigantic industrial ef- 
fort, and will push distribution to 
record levels as well, the basic 
principle we apply to working out 
that program is vital. We can let 
the profit motive have full sway, 
and swing us into a boom of booms 
alongside of which 1929 would be 
just a side show; or we can con- 
tinue to carry along those govern- 
mental and voluntary controls 
which will not only curb inflation, 
but speed the day when our boasted 
high standard of living becomes a 
national one, and not a 25 per cent 
standard as it is. 

“In order that this may be un- 
derstood as a fact, and not as a 
dogmatic statement, my reference is 
to the study made by the National 
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FACING FACTS 





—1 know a very delightful lady who 
has always led a sheltered life and 
whose home has always been a 
happy one. 

—In explaining her domestic philos- 
ophy to me, she said: 

"We realize that terrible and momen- 
tous things are happening throughout the 
world, but we won't allow them to dis- 
turb our family life. We won't read the 
newspapers nor listen to the radio. And 
when we go to the movies we pick only 

_ the cheerful ones.” 

—She may be right in her philosophy, 
but | question the wisdom of it. 
—This IS a disturbed world, but we 
should FACE FACTS, be REAL- 
ISTS and study thoughtfully every 
new scene in the drama that is un- 

folding itself before our eyes. 

—Because it's only by adjusting our- 
selves quickly and wisely to the 
changes that are constantly oc- 
curring in the economic and social 
scheme of things, that we can 
hope to survive and prosper. 


SST 


President 





Resources Committee on consumer 
incomes. That report disclosed that 
76 per cent of the families and indi- 
viduals of the country which rep- 
resent consumer units had yearly 
incomes of less than $1,750. Per- 
haps you will agree with me that the 
chances of a high living standard 
on that income level for an entire 
family are definitely limited.” 


PPURCHASES made by the Cana- 
dian Department of Munitions and 
Supply in the three months ended 
September 30, on behalf of Canada’s 
armed forces, included 680,537 
pairs of leather boots and 219,500 
pairs of canvas shoes. The latter 
are issued for sports and recrea- 
tion. 


DONALD M. NELSON, coordina- 
tor of national defense purchases, 
has been designated director of 
small business activities in con- 
formity with the policy of the Na- 
tional Defense Advisory Commis- 
sion that smaller business occupies 
a vital place in the defense pro- 
gram. Mr. Nelson’s office will serve 
as a clearing house on War and 
Navy Department requirements and 
will help to facilitate financing of 
small business by cooperating with 
local commercial banks, the Federal 
Reserve Banks and the Reconstruc- 
tion Finance Corporation. 


BB LACK calf high button shoes 
were ready on November 6, on 
which date a boat sailed for Chili— 
just because John T. Harris fitted 
right. The Consul-General of Chili 


came into the store a short time 


ago and said: “Mr. Harris, I have 
just receaved an airmail letter from 
His Excellency, Arturo Alessandri. 
former president of Chili, asking 
that I have two more pairs of shoes 
made for him by Ross-Harris. He 
tells me further that he has dis- 
carded ALL his other shoes and 
feels ‘shoe poor.’ So will you 
oblige him with your excellent ser- 
vice?” 
a a 

NATHAN HACK of Hack Shoe 
Company, Detroit, Michigan, says: © 

“It is with great pleasure that | 
want to inform you of the splendid 
response of the people of Detroit to 
the appeal for shoes for the refu- 
gees. People are bringing shoes in. 
galore. In the first week of the 
appeal we had a barrel and a half 
of shoes in our store and we expect 
three additional barrels. I think this 
is a wonderful project which will 
help not only the British people in 
distress but particularly the more 
than five million refugees—Belgian. 
Danish, Hollanders, Polish, French 


—who have been able to escape 
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their war-torn countries and are 
finding refuge in the British Isles. 
This is a point which I think could 
well be stressed—that in sending 
this relief to the British Isles we 
are extending help to the entire 
group of refugees, including all na- 
tionalities.” 














THE National Association of Shoe 
Wholesalers of the United States, 
Boston, and the National Leather 
and Shoe Finders Association, St. 
Louis, are among the 75 trade 
groups that have been invited to a 
conference on wholesaling and de- 
fense called for November 12 by 
Miss Harriet Elliott, consumer mem- 
ber of the National Defense Ad- 
visory Commission. 

The Conference will discuss the 
wholesale distribution of consumer 
goods in relation to national de- 
fense. Methods of cooperation be- 
tween wholesalers and the consumer 
division of the defense commission 


will be explored. 


e&J ACK ENGERMAN of Northport, 
Long Island, says: 

“I think pertinent questionnaires 
to the industry and publication of 
the final compilation is a very ex- 
cellent method of helping the inde- 
pendent shoe merchant regulate his 
buying. This shoe era is becoming 
such a fast one that any aid in 
the selection of styles (such as a 
research) is welcome. Monthly re- 
ports on various types of footwear 
would be a boon to the shoe mer- 
chant in keeping down dead stock 
and diminishing possibility of mark- 
downs.” 

JOHN CHALFIN of Elkins Shoe 
Company, Lynn, Mass., says: 

“I think most women try to fit 
their eyes instead of their feet. 
They pick styles from windows and 
displays and buy them whether they 
are right for their feet or not. It 


is up to the salesman to fit his cus- 
tomers with the correct last. By 
doing this, the customers will ap- 
preciate the interest taken in fitting 
them correctly; and their feet will 
be comfortable. That’s the way to 


build a solid business.” 


FFRANK R. WILSON of the Bu. 
reau of the Census, Washington, 
D. C., gives us a pithy paragraph 
and an entire industry is enu- 
merated: “Manufacturers of lasts 
and related products reported pro- 
duction in 1939 amounting in value 
to $6,672,000, an increase of 22.8 
per cent compared with $5,433,428 
reported for 1937, according to a 
preliminary report of the 1939 
Census of Manufactures. This in- 
cluded the production of 3,655,004 
pairs of lasts, 360,747 wood last 
sole patterns and 100,992 pairs of 
other last sole patterns. There were 
48 establishments in 1937 and the 
same number in 1939.” 


PATRIOTIC and military style 
trends will be popular during the 
coming season, W. W. Kiss, sales 
manager of the Pied Piper Shoe 
Company of Wausau, Wis., indi- 
cated in a recent address before the 
local Lions Club at the Hotel Wau- 
sau. The patriotic trend will involve 
considerable use of red, white and 
blue, while the military trend will 
conform to tailored clothing for 
women, Mr. Kiss declared. 
aa - + 

eOHN T. GORMAN, vice-presi- 
dent and sales manager of Dunn 
McCarthy, Inc., makers of Enna 
Jettick shoes, at the semi-annual 
meeting of salesmen, said: 

“Prices will remain unchanged 
next season; and our policies will 
be about the same as at present.” A 
large collection of Spring and Sum- 
mer shoes were on display at Hotel 
Osborne, where sessions were held. 
The conference was attended by 
42 salesmen. 



































“Hey, Grover! You're wanted at the Grand Theatre, Mrs. Smithers lost one of her 
new pumps in the balcony.” 

















rend (0 


MIEN in uniform! Over a million of 
them in the next year and in the next five years, four 
million men in all will go into khak?. What's going to 
be the effect on men’s shoe styles, one of the first style 
items to reflect a new trend? 

If it does nothing else, the military influence is going 
to further the interest in more comfortable shoes. 
Broader toes and more conservative styling will be the 
keynote. Blucher patterns will see increased usage in the 
plain toe and straight tip styles. The former is a natu- 
ral for this trend not only for its comfort feature but also 
for its adaptability to the military line. The trend of 
color will be to the darker shades, naturally finished, 
and watch black for a gain as it’s a “must” for officer’s 
dress wear in the new blue uniform. 

Nothing reflects the true military feeling like buckles 
and straps and right in the spotlight is the jodhpur and 
monk oxford, taken fromthe U. S. Air Corps’ officer’s 
shoe. Also watch the three-quarter high shoe, or low 


he Militar 


by RAYMOND H. GOODRIDGE 


boy, for growing interest in the country or spectator 
sport group. 

This army of draftees, the nucleus of this country’s 
style-conscious young men, putting away their “civvies” 
for a year, will find it a new experience to wear high 
shoes where they have always worn oxfords. However. 
they'll find the army lenient, insofar as shoes are con- 
cerned, and thereby hangs our tale. These men are 
going to want a low shoe that is styled along the military 
line to wear with their uniforms when they go off duty 
outside of camp. 

The amount of influence this trend will have on styles 
for civilian wear is still open for debate but there is no 
question but that it will be felt. They say history 
repeats itself every 25 years; styles do, too, but oftene: 
and some click while others do not. In back of those 
that do go over there is generally a long period of 
promotion and rising interest but here, almost overnight. 
thoughts swung to the military. 





Above, left hand page: Four versions 
of the jodhpur oxford derived from 
the original style as used by the 
officers of the U. S. Army Air Corps. 
Left to right: Brown Shoe Co. Walk- 
Over, Winthrop, M. A. Packard. 


Above, left to right: Plain toe blucher 
pattern, Jarman Shoe Co.; wide strap 
jodhpur oxford, Jarman; another ver- 
sion of the jodhpur shoe with a little 
flair added in the swing-back strap, 
Nunn-Bush Shoe Co.; single piece 
construction bal oxford, Brown Shoe. 


Right, lower left, clockwise: the ex- 
tended forepart on the outside strikes 
@ new note in this strap oxford, Free- 
man Shoe Corporation; plain toe 
blucher in an officer's dress boot, E. 
T. Wright & Co.; a new shoe for 
winter spectator wear, sheep lined and 
mkle high, Holland-Racine: straight 
tip, wall last Blucher, E. T. Wright. 
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1. Striding down to work on ao crisp Fall morning, Salesman 2. Getting out his keys, he notices the women’s shoe dis- 
Robinson plans his day. He thinks he'll re-arrange the display play in the left window is very attractive with styles running 
case of afternoon shoes on the women’s side differently as from $6.90 to $14.75, a shoe for every purse. Shoes in the 
soon as he gets in. Mentally, he works out a number of ideas. men’s window range from $5.95 to $12.00. 


gettabl 
Spelke 


3. Before he can change the interior display a customer 4. Mr. Robinson shows her a gold kid sandal, a black velve' 
comes in and looks at the three evening sandals on the top opera with gold kid platform sole and a gold mesh and gol 
of the case. Also admires new dressy afternoon pumps with kid “Prop”. She can’t make up her mind, and meanwhil: 
bags. Could she see the evening slippers first? she’d like to look at some afternoon shoes, please. 





$ 
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5. Dressy pump in black suede piped with gold is tied on. 
Another pump in black perforated suede and a black suede 
with Turkish toe follow rapidly. Unexpectedly she points 
to a spectator pump of brown suede with alligator trim 
which Mr. Robinson patiently tries on. 


Too Many Shoes 


SELLING shoes at the fitting stool is a study in human 
behavior, in the psychological reactions that govern 
the conduct of customers. Alert, up-and-coming shoe 
stlesmen learn something new every day and use the 
knowledge thus acquired to improve their sales tech- 
nique. 

Pictures on these pages tell the story of an unfor- 
gettable day in the life of J. I. R. Robinson, of the L. 
Spelke & Son shoe store, in Stamford, Conn. Leaving 
home in the morning, he little anticipates the annoyance 
he'll have with his first customer. Unthinkingly he had 
arranged evening slippers on the top of the afternoon 
shoe case. So when Mrs. Customer came in to look 
around she saw casual shoes in the front window, after- 
noon shoes in the interior display case and evening 
slippers on top. 

Her mind zoomed in circles. She wanted everything 
she saw. Then, instead of being pinned down firmly to 
& type and a color, her mind wandered blithely 
from color to color and from type to type. Consequence, 
no sale. But he’s cured. Hereafter he'll take pains to 
find out what wardrobe she has, what she wants to wear 
the shoe with and save wear and tear on his nerves. 
The customer approach begins with the display case. 
Mr. Robinson has learned to unify his sales message and 
dive it through with the shoes he shows. That’s one 


teason why he’s such a successful salesman. 


6. While she decides about the afternoon shoes, she likes 
the feel of the spectator shoe and wants to try on more of 
those. So Mr. Robinson hauls out the classic ghillie with low 
“prop” heel and tan bootmaker calf oxford. 


7. When Mr. Robinson has shown her half the store and 
tries to pin her down to a choice, Mrs. Customer rises 
nonchalantly and says: “You have so many lovely things 
that I'm quite unable to decide between them. I think Ill 
bring my husband in some evening to help me pick them 
out. Good bye.” 




















Five lasts covering the range of 14/8 to 6/8 ap- 
proximately . for heel heights. Made for town, 
as well as casual and country shoes. Reading from 
left to ri, manufacturers of these lasts are as 
follows: T. W. Gardiner Co. and Stewart & Potter, 
both branches of United Last Co.; Sterling Last 
Corporation; Daetsch & Woodward; Vulcan 
Corporation. 


Dominant in Spring Styles in All Price Levels Are Really 
Lew Heels, Back in Fashion for Town as well as Country 
Shoes. See October 26th issue of the Recorder, “Dark 
Horses” 


THE strong trend to lower heels in 
Spring shoes stems from several sources. Flat heels have been in the high 
fashion picture for a long time. The shoe trade-has delayed putting them 
into lower price lines for a very good reason. Women, with incomes in 
the lower brackets and consequently smaller shoe wardrobes, are not 
accustomed to changing heel heights and could not have adjusted them 
selves all at once to the lower heels. 

Two influences have changed this situation. First of all, the younger 
woman who is the style setter these days has taken lower heels to her heart 
She can wear them with perfect comfort because her muscles are still 
flexible enough to adapt themselves to varying heel heights. 

[TURN TO PAGE 33, PLEASE | 


Grecian folds and draping are typical of many new dresses. 

They go with the vogue for low-heeled shoes which make a 

woman walk—as well as look—like a Greek goddess. 

(Maxine Rascoe, CBS star, wears this copper silk lamé em- 
broidered dinner dress.) 








GOING 


DOWN 


Shoe designs built on these or similar lasts cover a wide range of 
types from casual and country to tailored and dressier town shoes. 
Reading from left to right: Casual shoe showing Native American 
influences. Design from Al Lewis on Vulcan last. Summer town 
shoe in leather combined with straw. Design from Meri Miller 
and Kurt Bergmann on Daetsch & Woodward last. Softie oxford 
on square toe last. Leather lift heel. Design from Sophé of 
Berté Shoe Styles on Sterling last. Draped gore stepin for dressier 
town wear. Design from Holden & Quick on Stewart & Potter 
last. Very low heel, padded sole and shaggy Indian fringe dis- 
tinguish this casual shoe. Design from Holden & Quick on T. W. 
Gardiner Co. last. Both branches of the United Last Co. 


Two lasts from above group, dramatizing the very low under-an- 
inch heel, slated for high fashion this Spring, and the broad 
bottom, sometimes three inches wide, typical of the new lasts. 


Low heels in wedges to carry over strongly into 
Spring. The smart casual ghillie type oxford on 
low wedge heel, a classic for town tweeds. Shown 
here in red genuine alligator from Frank Bros. 














What's Happening to 


THE soft influence in shoes that we 
talked about last week (see Novem- 
ber 2nd issue of the Recorver, “ ‘Soft’ 
Describes the New Casual Shoe”) has 
even reached that classic tailored shoe, 
the spectator. 

Spectators have gone soft in every 
direction for the coming Spring and 
Summer seasons. They are being 
made of soft.materials . . . soft suedes, 
soft buckskins, soft calfskins, soft 
crushed leathers, soft reptile grains 


THE SOFT TREATMENT in 
shoes and costumes is extending from 
the casual to the more tailored and 
classic types. A soft spectator sport 
dress, of the kind shown here, will be 
worn this year with the new soft spec- 
tator shoe. (Hollywood Pattern dress 
worn by Harrise Brin, CBS actress.) 


One of the Oldest Classics in 


Shoe Styles Is Undergoing a 


Transformation ...tIt Is Be- 


coming Soft eee Soft in Ma- 


terial and Also in Construction 


and leathers like the ones used for the 
punched-through, ventilated, softie and 
elasticized shoes. Constructions are 
soft, with skeleton counters and soft 
boxing making a much more yielding, 
less stiff shoe. Another treatment in 
the new soft trend is the spectator 
punched-through and ventilated and 
with leather lining like the softie; also 
the entirely unlined spectator. 

Then there’s the V-throat spectator 
pump that appeared last Spring . . . 


SPECTATORS 


the now classic type with elasticized 
inserts. And there is a new version of 
a soft spectator in oxfords, pumps a: 
straps which has the aspect of 
elasticized shoe. Instead of the el: 
cized backing, however, these have 
faille inserts instead of linings at | 
side . . . still another contributio: 
the new soft trend in spectators. 
Spectators are going places in o!'1e 
ways this Spring. Come early Sp 
[TURN TO PAGE 30, PLE\;E 





At the 26th Annual Tri-State Conference of the 


National Association of Credit Men, S. S. Koppel. 


Credit Manager of Dr. A. Posner Shoes, Inc., con- 


ducted a meeting of the Boot and Shoe Group. 


The first speaker was the editor of Boot AND SHOE 


Recorper, Arthur D. Anderson, whose subject was 


“The Changing Pattern of Retailing.” Mr. Knapp’s 


address, which followed, is reported herewith. 


FRANK C. KNAPP 


Is There a Credit Pattern? 


I WAS greatly impressed recently by 
a picture of a grocery store that had 
been radioed from London. The win- 
dows were shattered, the doorway 
broken and the steck disheveled. But 
a sign somewhat askew beside the door- 
way read “Business as Usual.” With- 
out reflecting on the importance of 
national military defense, let us not 
forget the reality of the economic 
phase. I quote from MacFadden Pub- 
lications, “The struggle for the decent 
freedom of man will be won, not alone 
with guns, but with radios, bathtubs 
and automobiles, candy bars and cock- 
tails, cigarettes, insurance policies.” 
And may I add, with footwear. 


CREDIT will forever enter largely into 
transactions involving the manufacture 
and distribution of 20th century wants. 
Unwise restriction of credit slows up 
final distribution and thereby lowers 
the standard of living. Unwise liber- 
ality creates inflation, a bubbly pros- 
Perity and eventually loss and tragic 
disillusionment. Either course results 


in social unrest and lowered morale, 
arch foes of national security. 

All the foregoing to my mind em- 
phasizes the importance of the function 
of credit and at the same time the im- 
portance of intelligent and careful 
credit management. Now is a good 
time-to put into practice the spirit of 
the old slogan, “Let the shoemaker stick 
to his last.” I would not paraphrase 
“Let the credit man stick to his desk” 
because the modern credit man does 
plenty of his own field work. Nor do 
I mean that the credit man should not 
be sales minded, because credit and 


sales are each a division of the science 
of business. They stand in much the 
same relation to each other as do medi- 
cine and surgery in the art of healing. 
A medical man must recognize the im- 
portance of surgery. The credit man 
must recognize the importance of sales. 
But I have known of serious credit 
blunders being committed and “Ex- 
plained,” not excused, under the cloak 
of sales mindedness. The credit man 
is, if you please, the balance wheel be- 

tween volume and profits. 
Statistics are both dry speech and 
[TURN TO PAGE 30, PLEASE] 


The Economic Situation for 1941 Warrants Renew- 


ed Interest in Every 


Store’s Financial Facts. An 


Address by F. C. Knapp, Credit Manager of Endicott 


Johnson Corporation, before 26th Annual Tri-State 


Conference of National Association of Credit Men. 
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Joseph M. Ryan, right, and Sherburn G. Johnson, left, 
have operated the T. D. Reilly Shoe Co. successfully 
since 1929. 


SELLING 


Comes First 


And a Strong Sales Organization is the Most 


Powerful Single Factor in the Success of Any 
Retail Shoe Store, in the Opinion of the T. D. 


Reilly Shoe Co., of Columbus, Ohio 
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*“STHERE is no place for mediocrity in the retailing 
of good footwear,” says the T. D. Reilly Shoe Co., 
operators of the shoe department in The Fashion, 
Columbus (Ohio) store for women. And the fact that 
thousands of women have made this catchline their 
buy-line seems to prove conclusively that there is 
something to it! 


The T. D. Reilly Shoe Co., headed by Joseph M. 
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Bill Prosser, who has been associated with the 
T. D. Reilly Shoe Co. sales staff for the past 12 
years, believes careful, correct fitting is the prime 


General view of the recently remodeled shoe 
department conducted by the T. D. Reilly Shoe 
Co. in The Fashion store, Columbus. 


Ryan and Sherburn G. Johnson since 1929, was one of 
the first concerns to lease space in retail stores (1914, 
Columbus’ Green Joyce Co.) for independent operation. 
In 1917 the department was moved in its entirety to 
The Fashion. Mr. Ryan has been associated with the 
company since its inception; he and Mr. Johnson, who 
joined The Fashion in 1919, bought the controlling 
stock eleven years ago upon the death of “Tom” Reilly. 
For the past three years they have also operated the 
Risley Shoe Store, Richmond, Ind. 


STARTING as a small department in The Fashion, the 
company has had a career marked by continued growth, 
expansion being necessary six times. But recently com- 
pleted, the latest modernization program adds 40 per 
cent to both selling and service space. Haywood- 
Wakefield furnishings in blonde Swedish design, plus 
fluorescent lighting, make for an effect definitely 1940 
in spirit. No shoe boxes are visible; the only shoes 
meeting the eye are in attractive display cases or niches. 
The boxes are concealed behind partitions, consisting 
of walnut wainscoting, reaching two-thirds the distance 
to the ceiling. 

Despite the recent modernization program, Messrs. 
Ryan and Johnson do not place a major emphasis on 
the attractiveness of physical surroundings. Instead, 
they attribute the success of their shoe department to 
[TURN TO PAGE 33, PLEASE] 


essential in shoe selling. 
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In a Poor Man’s Boom — Sell More Shoes 





THREE “quotations” have a bearing on this week’s 
thinking as to the increasing opportunity for the sale of 
more and better shoes in the months to come: 

First quote: “On an annual basis,” according to the 
American Federation of Labor, “workers’ income today 
is at a level nearly $3,250,000,000 a year above Sep- 
tember, 1939. This accounts for the important increase 
in demand for consumers’ goods in the nation’s retail 
stores today.” 

Second quote: “Prices of farm products have been 
higher so far this year than in 1939 and cash farm 
income for 1940—estimated at $9,000,000,000—is the 
second largest since 1929, the Bureau of Agricultural 
Economics reported today.” 

Put them both together and you have the possibility 
of a boom in retail trade; and here comes our third 
quotation from Thomas F. Conroy of the New York 
Times who says: “While consumer buying is still far 
from the ‘silk shirt’ stage, an appreciable increase in 
the demand for better merchandise features current 
retail trade and promises to be an important factor 
during the forthcoming Christmas selling period, mer- 
chants and resident buyers reported here last week. 
Many customers are stepping up their purchases to the 
price line above that in which they have been buying, 
with the result that many stores are noting increases of 
5 to 10 per cent in the size of their average sale, com- 
pared with a year ago.” 

Yes, there is a possibility of a “poor man’s boom,” 
the phrase used to indicate better wages for more and 
perhaps “rush” work. The way we are accelerating 
defense work in everything from arms and airplanes to 
ships and supplies indicates a rapid increase in spend- 
ing power. 

No dollar turns over so fast as the workman’s dollar— 
which is usually spent by the Saturday following pay 
day. There is the possibility of shoe money in the wage 
envelope and we hope salesmanship will step that sale 
up a notch or two to a better grade of shoe. 

We are discounting the Selective Training Draft as 
a deterrent to the sale of shoes to young men because 
of the experience most stores had last Saturday. Those 
young men in the low numbers of the draft evidently 
figure out that Uncle Sam is going to buy them their 
next pair of shoes, but the rest of the lads have taken 
it for granted that they will need shoes for the Winter 
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by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


ahead and started buying with their own money. It jus 
goes to show that things that we fear oftentimes ar 
only phobias that we rationalize. 

This “poor man’s boom” has more to it than appear- 
in the three little words. The employment rate is in 
creasing and the skilled worker is stepping into hi- 
greatest wage opportunity in a decade. As he steps int: 
a machine shop or a munitions plant or an airplan 
factory, somebody else has to be trained for the plac: 
that he left. 

Is one manufacturer’s face red! He has a factory no! 
very far away from a war industry plant. Those shoe- 
makers who were skilled at the machine found that the) 
could double their hourly wage by merely walking across 
the street. As a result, those workers who were reluc- 
tantly paid the wage-hour-law rate (35¢ per hour, 40) 
hours per week) on Oct. 24 are “not there any more.” 

Thus we see some very significant changes coming in 
the economics of business. We really have to accept the 
philosophy that “as long as one’s mind is alive, it 
changes”; and we have got to face new situations that 
pile up with the speed of uncertainty. 

Many of us are so “sot” in our ways that we continue 
the habits of our business with a feeling that we will be 
alright some how. The behavior of the shoe industry 
the past year has been largely that of indifference to 
what happens over the fence in some other industry 
and yet what’s happening outside may have a terrific 
effect upon us within the narrow confines of shoes. 

We are smack up against the position in manufactur- 
ing and retailing where we can’t let the future take care 
of itself and we can’t say: “I'll do today’s business as 
I did yesterday’s business.” Why are we having a con- 
dition in retailing where practically all stores are living 
off their present and current inventory? They are not 
planning because they can’t see further ahead than the 
end of their nose. 

The wise guys who think in terms of continuing bu;i- 
ness next year, and the year after, are listening with a 
great deal of interest to statements such as made by 
Fred Lazarus, Jr., a prominent merchant of Columb.s, 

[TURN TO PAGE 43, PLEA:5| 
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WE'VE GOT SOMETHING 


pee new IN FOOTWEAR 


mOlO} m4)! 


SHOE 


VERIFLEXIBLE CONSTRUCTION 


Patent Pending 
The most flexible shoe we’ve ever built! fort features and you have the perfect 
Same weight and quality of leather in- shoe for style and comfort. SALESMEN 
sole and outsole. It’s the new and ex- now in their territories. See their sam- 
clusive process that makes the difference! ples, or write for catalogue of smart new 


Add this to the famous Four-Spot Com- stock shoes for late fall and early spring. 


NATIONALLY ADVERTISED TO RETAIL AT *G6°° 4 $695 sriGHTLY HIGHER DENVER WEST 


THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI, O. 


NEW YORK SHOWROOM: MARBRIDGE BUILDING 





(26] 


BOOT anv SHOE RECORDER, November 9, 1940 


RECORDER 


Nominates for Further Study... 


Three Themes Which Promise to Dominate Your Spring Selections 


for the Younger Fry—They Hace Definite Qualities Which Have 


Appeal for Children; They Have General Fashion Significance: 


They Mace Excellent Promotion Possibilities. 


COWBOY 


We endorse the cowboy theme, al- 
ready seen in children’s ready-to- 
wear in wide studded or tooled belts, 


loud plaid shirts, belted skirts. Cow- 
boy boots have inspired many treat- 
ments—square toe walled lasts (both 
smart and comfortable); cowboy 
heels (which leave a heart-shaped im- 


print); saddles, tooled and saddle 
stitched; big saddle buckles; nail- 
head studding—on platforms, low 
wedges and uppers, replacing per- 
forations. 


wa 


INDIAN 


The American Indian theme, now 
appearing in clothing in hooded 


jackets, beading, fringe and feathers. 


= 


Already important in older girls’ 
shoes, it is exemplified by the moc- 
casin, a classic on campus and in 
town. And a dominant influence on 


% nl 
a7 > Noy 


TINS 


children’s shoes. Moccasins trimmed 
with fringe—fringed collars, tongues 
and foreparts; moccasins with thong 
lacing, and embossed Indian designs 


(arrows, tomahawks, etc.) reflect the 
significance of the Indian motif, 
translated into adaptations which be- 
long in children’s shoes. 


PILOT 


We recommend the Pilot theme for 
Spring shoes for children, because 
they all love airplanes and the idea 


of dressing like a pilot. The influ- 
ence is already apparent in clothing 
—in Soldier Blue, Sam Browne belts, 
mannish jackets, airman’s wings on 
pockets, collars, sleeves. We believe 
the trend will continue and that chil- 
dren will want shoes with this theme. 


Simple mannish shoes, definitely func- 
tional in design. Plain toe bluchers, 
the army flier’s buckled monk, the 
moccasin. On walled lasts for com- 
fort, and for added interest—to be 
found also in such treatments as 
wings, perforated or stitched on 
straps or saddles. 
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A Boot and Shoe Recorder Department 





What Next? 


Assistant manager Charles Rudolph 
Jr., of Wilson’s Shoe Store, 6525 Del- 
mar Blyd., St. Louis, has compiled a 
list of inane remarks used by cus- 
tomers. We are reproducing the list 
in the hopes that it may be of use to 
the greenhorn in building up a coun- 
ter defense to spring on similar cus- 
tomers. Here is the list: 

“Is this a good shoe?” 

“I don’t like pumps, I can’t wear 
straps, and ties are not dressy enough. 
Show me something else.” 

“T’ve been looking all over the city 
and can’t find a thing to fit me.” 

“I'd like my money back. I got 
three pairs just like these for my 
birthday.” 

“Tl bring my husband back with 
me. He always helps me decide.” 

“Is this $5.00 shoe better than that 
$1.98 one?” 

“But I’ve only worn them on Sun- 
days.” (Since 1936.) 

“Isn’t he a darling? I can’t do a 
thing with him.” (This usually after 
junior has pushed over three sections 
of shelving.) 

“I don’t see why I need a 7. Years 
ago I only wore a 3.” 

“I want something for comfort.” 
(Then buys a high heel, open toe san- 
dal with the back out.) 

“Tl look around, and be back in 
five minutes.” 

“You don’t have much of a selec- 
tion.” (This after viewing 99 models.) 

“Oh, are you closing?” (This while 
you stand at the door with coat and 
hat on, lights out, and key in the 
lock.) 

“T’ve been trading with you for 
over ten years.” (And we in business 
only 23 months.) 

“May I charge it? I left my other 
purse on the dresser.” 
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by JOHN F. W. ANDERSON 


“I always buy the first shoe I put 
on, but show me some more. You have 
no other customers to wait on.” (On 
window trimming day.) ‘ 

“T’m easy to please, and I’m in the 
market for several pairs.” (Oh, 
Yeah! ) 

“Check my foot for size, my brother- 
in-law gets all my shoes wholesale.” 

“You can’t fool me, my cousin’s a 
shoe salesman.” 

“Wrap them up and set them aside. 
I'll be back next week.” 

“Show me what you have, I’m not 
ready to buy. My husband doesn’t get 
paid until the end of the month.” 

“Do you enjoy selling shoes?” 

* a * 


Shoe Store Promotion 

A shoe store’s business letters can 
be put to good use as an advertising 
medium if it is done in an attractive 
and effective fashion. 

As for example, Wilson’s Shoe 
Store, St. Louis, has an attractive let- 
terhead with a two and a half inch 
wide “ad” running down the left hand 
column of the page. The three brands 
of shoes carried by the store are listed 
plus the following useful information 
to the customer, “Open every eve- 
ning until nine except Monday,” “Free 
delivery throughout the County and 
City,” “Free Parking in lot next to 
Varsity Theatre,” “All Shoes Fitted 
Carefully by X-Ray.” Six important 
points—spaced one inch apart on the 
left side of the page. 

ie 


Use of the Flag 


The National Better Business Bu- 
reau recently recommended that il- 
lustrations showing the flag of the 
United States be not used in adver- 
tising, following a survey by the bu- 
reau. Reeently the bureau has re- 
ceived an increasing number of in- 


quiries from advertisers, agencies, 
publishers, manufacturers and stores 
as to the propriety of the use of th 
flag in advertising. 

“Because of the difference of opin 
ion as to whether the State laws pro- 
hibit illustrations of the flag in ad- 
vertisements designed to sell the flag 
itself or ornaments or decorations de- 
picting the flag, it was further recom. 
mended that advertisers contemplating 
the use of such illustrations consult 
their attorneys ds io the legality of 
such intended use of the flag.” 

+ * + 
For Evening 


Arnold Constable, Fifth Avenue de- 
partment store, recently had a very 
attractive window display of women’s 
evening shoes. The theme of the 
window was based on a beautifully 
dressed model and grouped around 
her are the evening shoe models that 
would be appropriate for her to wear 
with her black and white evening 
dress. The background of the display 
was in the black and silver night club 
motif and the shoes were displayed on 
a huge artificial vase of flowers— 
flowers of cellophane with glass stems 
and a shoe perched on each. 

* * *# 
At Bargain Prices 

Down at the Worthmore Shoe Shop, 
Park Row and Frankfort Street, New 
York City, they have a small display 
of “super bargains” in one corner 0! 
their window display which is sur 
to bring in new customers. Calle: 
“Salesmen’s Samples,” the shoes a! 
displayed on three metal racks fa- 
ened to the backboard in one si: 
corner of the window. Nine shoes a: 
shown on each rack, the price is sp:- 
cial, and the sizes are—7, 74 and °, 
B width only and 7 and 7%, C wid'h 
only. 
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BEST IDEA OF THE WEEK 


CONVINCE YOUR CUSTOMERS THAT THE STORE IS ALWAYS RIGHT 


(D. H. Holmes Co., New Orleans, La.) 


O. P. Ideator—“It seems to me that the most im- 
portant part of shoe retailing is good fitting. It is a 
store’s ‘priceless ingredient’.” 


Buyer A. J. Slade—“Yes, and to day women are 
being educated to good fitting and demand it in every 
shoe so that every mistake in fitting can usually be 
traced to the retailer or the manufacturer. In fact, I'd 
like to take this opportunity to point out that it is up to 
the manufacturer to cooperate very closely with his 
retailer to assure that he can get a properly fitting 
shoe. Often the retailer must take it on the chin if 
the shoe is incorrectly marked or sized. We, in our 
store, check every shoe with the measure when it is 
received and are always careful to point out to the 
manufacturer every error which occurs before his 
merchandise goes on the salesfloor. 


O. P. Ideator—“How effective a job have you done 
in your store to minimize returns?” 


Mr. Slade—“We have cut down returns due to poor 
fitting to less than one per cent. Our ‘system’ evolves 
around the plan of gently easing the customer into 


“This is designed to take care of the woman who 
insists on ordering a 5 when she requires a 6. We 
point out that the store cannot hold itself responsible 
if the shoe does not fit. When such an instance does 
occur, the salesman points out that we will naturally 
sell her what she wants, but that the store will have 
to regard the sale as a misfit. Then the salescheck 
is marked MISFIT in bold letters and the customer 
is asked to sign the check as a witness to the fact. 
It is pointed out that a special file of such sales- 
checks is kept in the office to guard against loss from 
adjustments where the shoe is knowingly misfitted.” 


O. P. Ideator—“I can now see why you have such 
a low percentage of returns.” 


Mr. Slade—“When it comes to signing the slip, the 
customer backs up and usually changes her mind. 
The customer can take the shoes if she wants to but 
can’t expect a complete adjustment. Result—8 out of 
10 such customers take the size shoe we recommend.” 


O. P. Ideator—“That’s a good example where the 
customer is not always right but will agree that the 


the selection of the correct size. 





store is.” 








Miniature Display 


There is a theory advanced by 
many designers of modern shoe stores 
that the eye of the passing shopper is 
more quickly focused on a shoe in a 
window if little else is shown to de- 
tract the observer’s attention. That is 
the reason why we see a fewer number 
of shoes in window displays today. 
One trend runs to fewer shoes in 
large windows and the other trend is 
toward smaller windows. In fact, to- 
day, we often see windows so small 
that they can only contain a pair of 
shoes and possibly a handbag. Conse- 
quently nothing detracts or confuses 
the shopper’s attention or encourages 
Jong decisions over a large number of 
shoes. 

We told you before about the store 
that blacked out its main window and 
substituted three four foot wide mini- 
ature windows. Here are a couple of 
more: 

A shoe store on Fourteenth Street, 
New York City, built a three foot wide 
border around the display windows. 
Then they cut miniature windows into 

each border—one on each side. These 
windows are a foot and a half wide 
~and eight inches deep. Each contains a 


pair of shoes and bring the details of 
each shoe right up under the shop- 
per’s nose for close scrutiny. 

A shoe store on Fifth Avenue, New 
York City, has built miniatures on 
each side of the entrance door. The 
displays are three feet wide, five feet 
high and two feet deep. Three glass 
shelves are built in each for the dis- 
play of shoes and handbags and the 
walls are painted a pale green. The 
shoes on these shelves can’t be missed 
by the customer entering the store. 

” * 7 


“Private” Hosiery Contest 


We recently heard how a midwest- 
ern department store, in conducing a 
twice-a-year hosiery sale, has found it 
useful in stimulating sales to conduct 
a contest, not just among hosiery 
salesgirls, but among salesgirls in 
other departments as well. The girls 
in each department are organized in- 
to teams with prizes awarded to the 
team that sells the most hose. 

Girls in other departments are en- 
couraged, during the hosiery sales, to 
call up their “private” lists of cus- 
tomers and tell them the details of the 
sale. It is emphasized that the hose 
is of the latest styles and shades and 


even if not used immediately, a smart 
buyer can’t afford to miss these prices 
in buying a few pairs for future use. 

Each salesgirl asks her customers 
when she comes in to buy the hosiery 
to mention the salesgirl’s name so 
that she will get credit for the sale. 
The salesgirls are encouraged to use 
the same technique of selling that they 
use in recommending merchandise out 
of their own department. 


* * 


Shoe Selling Appeal 


Instead of constantly shouting 
price, more than one shoe retailer is 
today placing greater emphasis upon 
completeness of stock and size ranges 
to assure complete consumer satisfac- 
tion in his shoe store. 

“While price is important to the 
average family whose income has been 
reduced in recent years,” said one 
New York retailer recently, “with a 
corresponding reduction in the ap- 
parel budget, nevertheless we feel in 
our store that our customers come to 
us for shoes because they know that 
they can be properly fitted in a de- 
partment maintaining complete stocks 
in all price, style and size lines. 
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What’s Happening to Spectators 


[CONTINUED FROM PAGE 20] 


Soft in feeling, military in looks—with its military stripes—this new oxford. A 
Heel Latch from Roberts, Johnson & Rand. Continuance of a popular treatment 
—stemming from the bicycle tie—in this opened-up oxford, soft in feeling and 


treatment. 


A Velvet Step from Peters. 


The pump with elasticized inserts, a 


classis now in spectator types. A Heel Cup from Friedman-Shelby. 


* you'll see them on the streets in all- 
over colors in oxfords, pumps and 
straps, worn with’ suits. They'll look 
smart and tailored and different, espe- 
cially in the military tans and browns, 
Cordovan, soldier blue and black. 
White with color will follow the all- 
over dark shoe . . . white with blue, 
white with tan and white with browns, 


on leather lift heels and on extra high 
covered continentals. There will be 
black and white dressy versions 
trimmed with patent leather. And, for 
new interest, white with brown instead 
of white with tan. The brown, by the 
bye, is a real brown . . . Conga Brown, 
or a brown Cocoa, not the light pastel 
cocoa. 





Is There a Credit Pattern? 


[CONTINUED FROM PAGE 21] 


dry reading but sometimes they have 
a value. In cooperation with a num- 
ber of others occupied with credit and 
collection policies, I recently completed 
the analysis of. a substantial cross sec- 
tion of accounts with several thousand 
retailers of shoes, men’s and women’s 
furnishings, medium to small depart- 
ment stores and chains and general 
stores. These stores numbering several 
thousand were all rated by Dun & Brad- 
street. We divided them into two classi- 
fications—Class A accounts rated high 
and good, Class B accounts rated fair 
and limited. Small and large businesses 
appeared in each classification. Some 
interesting things were found. 

First—Volume of sales was almost 
equally divided between Class A and B 
—to be exact, 52 per cent for A; 48 
per cent for B. 

Second—Accounts receivable at the 
period of analysis showed 34 per cent 
owing by Class A and 66 per cent by 
Class B. 

As to the number of accounts, Class 
A represents 40 per cent and Class B, 
60 per cent. 

To summarize, of every 100 accounts, 
40 accounts produced 52 per cent of the 
volume shipped and represented 34 
per cent of total outstanding. Sixty 


accounts produced 48 per cent of vol- 
ume shipped and represented 66 per 
cent of the outstanding accounts 
receivable. 

The results of this analysis showed a 
current credit exposure for the “B” 
Class accounts approximately double 
that of “A” Class for approximately an 
equal sales volume. This suggested a 
further analysis to determine whether 
or not this increased exposure was re- 
flected in bad debts and if so to what 
extent. 

These credit men examined their bad 
debt experiences for the past five years. 
They included losses originating from 
all forms of insolvency proceedings, 
decedent estates and voluntary and in- 
voluntary liquidations of all kinds. Al- 
though not unexpected, the result was 
startling. It was found that of the 
accounts resulting in losses, 97 per cent 
in number and 94 per cent in amount 
lost was chargeable to Class B ac- 
counts. 

An analysis based on ratings is per- 
haps the most obvious and crudest 
method, but it does tend to center a 
credit man’s attention upon the more 
doubtful 52 per cent or 30 per cent or 
whatever the percentage of off-rated 
accounts may be in his case. 


I believe that known lack of work 
ing capital or the unavailability of fi- 
nancial and operating figures most 
often accounts for the off-rating. Ther: 
is little that we credit men can do to 
supply required capital. On the othe: 
hand, there is much we can do abou! 
the absence of financial figures. And i 
is high time we took a united stand i 
demanding full information regarding 
the financial structure and the opera 
tions of our credit customers. 

No one would suggest a _ gener: 
movement to predetermine the amount 
of credit to be extended on the basis of 
2 fixed financial worth. To do so coul:! 
savor of regimentation. Character an‘ 
capacity will always be respected in 
this land of opportunity and to son 
of us may be considered the underlying 
supports of all credit. But charact: 
and capacity in any situation are mat 
ters of judgment. There may be differ- 
ences of opinion concerning them, de- 
pending on the extent of our individu:! 
acquaintance with the subject’s his- 
tory and our individual interpretation 
of his personality and activities to dat 
There may be question marks about 
these factors in the credit picture but 
the financial situation is not a matte: 
of guesswork. It’s a matter of exact 
knowledge and should be treated as 
such. 

Credit men admit the desirability of 
financial and operating figures but 
some profess to put more reliance in 
the paying habits and particularly in 
the age of a merchant’s accounts pay- 
able. In other words, if prompt in the 
trade, ship; if slow, pass up the busi- 
ness. One practical difficulty is that 
the prompt payer is usually found in 
the “A” Class first referred to and we 
are considering principally the off- 
rated accounts. A second difficulty is 
the fact that so large a percentage of 
volume is represented by this “B” 
Class that few companies can afford to 
pass it up so lightly. 

Only through comparative financial 
statements and operating figures can 
the real progress of a business be 
measured. 

At the time of liquidation, voluntary 
or involuntary, the financial statement 
assumes a real importance. It affords 
a starting point for an accounting. It 
may, if given long before the liquida- 
tion was contemplated, reveal the ex- 
istence of tangible assets which might 
not be remembered by the debtor or 
found and traced by an accountant 

In a very real way, a _ statement 
throws the burden of proof onto the 
debtor. It assists the accountant and 
tends to verify or check his figures. A 
financial statement, if possible supple- 
mented by an operating statement, 
signed by the debtor himself and <ent 
through the U. S. mails, provided, of 
course, its various figures are in proper 
relation to each other, is a real basis 
for credit and secondly a pretty «0d 
guarantee that proper attention wi!! be 
given to a matured account. 

[TURN TO PAGE 44, PLEASE] 
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YES, AND LOU, 
WITH COUNTLESS 
THAT Is SUCCESSFUL STYLE 
LOUIS WHEELER CREATIONS TO HIS 
“UNITED'S STYLE CREDIT, IS THE “DEAN 
AUTHORITY ON OF ORIGINATORS” IN 
MEN‘S LASTS. THE MEN‘S DIVISION OF 
THE LAST INDUSTRY. 


UNITED LAST COMPANY e cj 


CHUSETTS 
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Barrels of Shoes 


Miss Margaret Burns contributes shoes, while Phil Herold, 
manager of Herold’s Shoe Store, San Jose, Calif., ex- 
presses thanks. The shoes were then sorted and packed 
for shipment through New York to England, to serve as 
first line defense against colds, chills, etc. In every state, 
in practically every city, the humane impulse has been 
voluntarily expressed by barrels and barrels of shoes. 


BBARRELS of Shoes for War Refugees is a free and 
voluntary service through shoe stores in America, and 
each participant is expected to pay freight to New York. 
There are no funds for any expenses. Committee: 
BARRELS OF SHOES FOR WAR REFUGEES, Everit 
B. Terhune, Chairman, 5th Floor, 100 East 42nd Street, 
New York City. 


What you can do to help:— 
1. Make your store a collecting depot. 


2. Put a barrel in the store and a card in the window. 
Publicize freely. 


that makes sales . Sort shoes so final shipment contains only service- 


able, practical footwear for children, women and 
Write for the “life story” and “profit men—rubbers also are needed. 


story” on Mohawk Carpets for shoe stores. . Tie up in pairs, wrap in paper or newspapers, pack 


MOHAWK CARPET MILLS, AMSTERDAM, N.Y. in He Denrel encurely. 
“1 . Cooper up head of barrel and strap it up securely {or 
ocean shipment. 


. Send barrel—_IMPORTANT—freight prepaid by \u 
to: BRITISH WAR RELIEF SOCIETY, INC., |30 
LEXINGTON AVENUE, NEW YORK CITY. 


. Barrels will be shipped immediately through affilie -d 
distribution centers to war refugees abroad. 
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Selling Comes First 


[CONTINUED FROM PAGE 23] 


ene fundamental: Excellence is the 
gelling organization. True, they hold 
that the department must be modern, 
“glamorous,” inviting and friendly, and 
that the advertising must be smart to 
provide the initial stimulus for the 
prospective customer. * 

But back of their entire merchandis- 
ing setup is the thought acquired early 
in the game: Selling is the most potent 
single factor in the retail business. 
And through the years their policy has 
been based on this one prerequisite to 
profitable operation, namely, taking in- 
experienced men with a flair for shoes, 
training them with a credo based on 
interested and individual service to the 
cust0mer, not just fitting the customer 
with shoes, but with the right shoes. 

Though. placing their selling organi- 
zation first, Messrs. Ryan and Johnson, 
realizing they must carry stock that 
sells, include in their department what 
they believe will fulfilll every feminine 
desire from the most frivolous dancing 
slipper to the most scientifically con- 
structed corrective Shoe. ft stock are 


shoes ranging from $6.75 to $14.75. 
Check of the records shows the volume 
coming from the $8.95 to $10.75 range. 
To give a more highly personalized 
touch they use their own trade names, 
most popular being the “Daphne” line 
of novelty footwear. 

Corrective health shoes are displayed 
in a separate room, partitioned off to 
insure patrons of the utmost in privacy. 
The children’s department is located on 
another floor in the store. No acces- 
sories, excepting those actually needed 
for shoes, are sold in the department. 
Twelve persons are employed regu- 
larly. 

Proud of their operating record, 
Messrs. Ryan and Johnson point to one 
of the most important contributing fac- 
tors to their success: They have never 
deviated from high standards of qual- 
ity, even in face of depression born 
false-economies. And now, with the 
comeback of business, we find them with 
prestige intact—a highly efficient sales 
crew—and.a department modernized to 
keep abreast with the times. 





Heels Still Going Down 


[CONTINUED FROM PAGE 18] 


But the older woman wants to wear 
them, too. She finds them smart and 
youthful looking. After a Summer in 
wedge-heeled play or casual shoes, the 
lower heels feel natural and comforta- 
ble to her. This Fall low-heeled walking 
shoes have been worn by many more 
women. The strong trend to masculine 
fashions is another important factor in 
this change. 


Origin of Low Heel V ogue 


If you want to go back to the origin 
of this vogue for low heels, you’ll have 
to go back six y-ors to the Persian 
shoe introduced ty Patou and Alix. 
Then to two years ago when the visit 
of the King and Queen of England to 
Paris resulted in the origin of the doll 
shoe. (The Paris designers, you will 
remember, created a whole wardrobe of 
doll’s shoes for the little English 
Princesses.) The “little girl” influence 
of about the same period also has a 
bearing on this low-heeled vogue. 

The doll shoes, the Mary Janes, the 
play shoes, the sandals and the mascu- 
line types, they are all responsible for 
the new low-heeled town and country 
thoes for the coming Spring. They are 
all part of the trend to comfortable 
lasts with broad bottoms and full mea- 
surements. 

And how low do we call low? Well, 
anywhere from 14/8 to 3/8 with 11/8 
to 9/8 the volume heights. The 3/8 
, is very new and very high fash- 
on, The 14/ to 11/8 heights are fre- 

due to the use of a padded sole 
extends back under the heel and 
ses it several lifts higher. 


<> 


Chase Takes Over Simplex 
Line for New York State 


RocHESTER, N. Y.—John H. Chase 
has been made sales representative of 
the Simplex Shoe Manufacturing Co.. 
Milwaukee, Wis., for the New York 
state territory. He will succeed Paul 
R. Whitney, who gave up the terri- 
tory after 17 years for the purpose of 
opening a retail shoe store in his home 
city of Syracuse. 

Mr. Chase; who is a son of Harry 
A. Chase, secretary of the New York 
State Shoe Retailers’ Association, has 
been traveling in New York, Pennsyl- 
vania and other territory for the 
George W. Chesbrough firm of this 
city. Before that he traveled in eastern 
territory for the Carpenter Shoe Com- 
pany, of Rochester, for ten years. 


25 Allied Trades to Exhibit 
at Boston Show 


Boston, Mass.—Over 25 members of 
the shoe machinery, rubber products 
and allied trades have made reserva- 
tions to exhibit their Spring lines at 
the Boston Shoe Fair, which is con- 
ducted under the official auspices of 
the New England Shoe and Leather 
Association, next December 2-5, ac- 
cording to Maxwell Field, manager of 
the Fair. All their exhibits will be 
at the two official hotels, Hotel Statler 
and Parker House, Boston. In addition 
to these exhibitors, reservations have 
already been made by seventy men’s 
manufacturers and 225 women’s manu- 
facturers. 
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MEN WANTED 


EXCLUSIVE 
HEALTH SPOT SHOE SHOPS 


Here is an unusual opportunity 
for men who can qualify for 
managership of profit-making 
stores operating on budget and 
stock control methods. 


The ability of the man on the 
ong stool to understand indi- 
vidual problems and take a sin- 
cere interest in each customer, 
contributes largely to a store’s 
success. 


The success of Health Spot 
Shoes has been built on service. 
Likewise, the success of Health 
Spot Shoe Shops is built on 
service. 


The right man who can give an 
intelligent presentation and fol- 
low up with an accurate fitting, 
builds consumer § satisfaction, 
leading to greater profits and 
greater earnings. 


Only top-notch, high-grade men 
who have the right kind of per- 
sonality and ability, will be 
given consideration. 


Are YOU the man we are 
looking for? 


If you have ambition, ortho- 
pedic shoe selling experience 
and a thorough knowledge of 
shoe fitting, and above all, a 
willingness to work hard, you 
may be selected. 


Send today for an application 
blank! 


HEALTH SPOT SHOE SHOPS, Inc. 
Industrial Avenue 
DANVILLE, ILLINOIS 
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1. Light edge evening shoes 
2. Regular tailored dress shoes 
3. Rugged Spectator Sport types 


4. Beadwelts 


Tase and Style wait for no man. The 


5. Platform soles 


LITTLEWAY and UCO LOCKSTITCH 6. Wedgies 
7. Wedgies, with fairstitch effects 
processes are ADAPTABLE to the 
8. Moulded rubber soles 


hourly changes in footwear fashions. 9. Fairstitch rubber sole types 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Management Clinic at National Shoe Fair 





Members of Northwestern University School of Commerce 
Staff to Assist Retailers with Problems of Store Operation 


Cuicaco—The National Shoe Fair to 
be held in Chicago, January 6, 7, 8 
and 9, 1941, announces for the sixth 
consecutive time the Expense Control 
and Store Management Clinic as part 
of its educational program. The wide- 
spread interest on the part of mer- 
chants attending the Fair in using the 
clinic to discuss many operating prob- 
lems, encouraged the Program Com- 
mittee to continue this activity on a 
broader basis than before. 

Realizing that successful merchan- 
dising is of vital importance in shoe 
retailing and profits arise from intel- 
ligent selling as well as wise buying, 
the National Shoe Fair provides this 
service for visiting shoe men without 
any obligation or cost. 

Rarely do merchants have the oppor- 
tunity of consulting faculty members 
of a great University for the purpose 
of solving some intricate store opera- 
tion. Members of the staff of North- 
western University’s School of Com- 
merce will again conduct the business 
clinic and be available for consultation 
with shoe operators desiring to im- 
prove their methods on expense control 
and store management. 

These staff members from one of the 
foremost university business schools in 
America are particularly interested in 
developing more efficient retailing prac- 
tices and assisting merchants in mak- 
ing their operations more profitable. 
They are not men of theory, but prac- 
tical and proven experts whose contact 
with business and retailing qualifies 
them to offer advice and counsel. 

They have all served in executive ca- 
pacity in retail stores where they have 
‘ @Xperienced the facts and functions of 
Merchandising and the methods re- 
@ired for profitable planning. 


The Expense Control and Store Man- 
agement Clinic at the National Shoe 
Fair will be conducted on Monday, 
Tuesday and Wednesday, January 6, 
7 and 8, from 9:30 A. M. to 12:00 noon, 
afternoons 2:30 to 5:00 P. M. 


DELBERT J. DUNCAN 


In charge of Management Clinic 
at National Shoe Fair 


In charge of this service, according 
to an announcement from Shoe Fair 
Headquarters, is Delbert J. Duncan, 
professor of marketing, a national 
known authority and consultant on re- 
tail merchandising. He has supervision 

[TURN TO PAGE 37, PLEASE] 


Hard Plugging Best Weapon, 
John Bush Tells Salesmen 


St. Louis—Both business and gov- 
ernment are entering a new era “which 
is going to be characterized by the old- 
fashioned diligence and toughness of 
cur pioneer ancestors,” declared John 
A. Bush, president of Brown Shoe 
Company, in an address to 100 salesmen 
of the company’s United Men’s Division 
at their semi-annual meeting at Hotel 
Coronado, here, last week. 

“The best secret weapon that any 
country or any business can develop,” 
Mr. Rush declared, “is some old-fash- 
ioned hard plugging. The people of this 
country have become pretty complacent 
during the last five years. They’ve come 
dangerously near to getting soft. Com- 
pared to the hardships that have been 
endured by some foreign countries, the 
people of the United States have been 
living in a bed of roses. But we’re now 
entering an era that will be character- 
ized by hard work and the net result 
will be a toughening of the fiber of 
America.” 

Mr. Bush told the salesmen that 
Brown Shoe Company plants are oper- 
ating at capacity and predicted a sharp 
upturn in sales during 1941. 


Otto Dumke Back with 
Groves Shoe Company 


CuicaGco—Otto Dumke, of the Chi- 
cago Shoe Travelers Association, is 
now back with his old pal and colleague 
in the shoe business. Mr. Dumke, who, 
with “Red” Allen, has sold shoes in 
the Chicago area for a number of years, 
has returned to the employ of the 
Groves Shoe Company. He has been 
with the Brown Shoe Co. for the past 
three years and prior to that was with 
the Groves Co. for a number of years. 
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Chicago Travelers Honored 






Chicago, Ill.—Special tribute was paid to several members of the Chicago Shoe 
Travelers’ Association at a recent banquet. First Lieutenant Mortimer Marks, 
left, who left the city for San Diego and active service with the U. S. Marine 
Corps, was presented with a pen and pencil set. Lieutenant Marks returned from 
service in China two years ago and since has been assisting his father in the 
metropolitan district of Chicago with the Craddock-Terry line. Norman N. 


Souther, next, served as toastmaster. 


Pete Ware, second from the right, in whose 


honor the dinner was held, is the only living charter member of the association, 


and was presented with a radio. 


Ralph Wolpe, right, the most active producer 


of new members, was given a leather golf bag. 





Attractive New 
El Paso Department 


Ext Paso, Texas—The newly ar- 
ranged shoe department at the White 
House has called forth many favorable 
comments from customers, because of 
its attractive appearance. The walls 
are of bird’s-eye maple half-way up, and 
from. there a soft light is diffused 
through ivory Venetian blinds. Long 
shadow boxes are of soft rose, and in 
the boxes, enhanced by fluorescent 
lighting, shoes are displayed. An in- 
teresting development is that the shoes 
are within easy reach, and may be 
handled by the customers. 

A deep-piled carpet of rich rose 
quartz shade matches the carpet 
through the second floor. Chairs match 
the walls and are cushioned with crepe 
brocade of French blue. 





Increased Employment 
Reflected in Shoe Sales 


Rocnester, N. Y.— Although shoe 
retailers report that business is gen- 
erally fair, a change from the sum- 
mery atmosphere prevailing to a sharp 
tinge of autumn is needed to give im- 
petus to Fall sales. 

There has been a considerable in- 
crease in employment in the highly 
technical industries which are partici- 
pating in the preparedness program 
and the improvement is being reflected 
to some extent in retail sales. 

Black suede pumps appear to be 
leading in popularity by a good mar- 
gin, with brown suede pumps second 
on the list. 


Keeps Pace with City’s Growth 


Corpus CHRISTI, TExX.—A twenty-five 
per cent increase in business is re- 
ported by Richardson’s Shoe Store, 419 
Chaparral, here, since the store’s re- 
moval six months ago to its present 
modernized quarters. 

Approximately $14,000 was spent on 
the remodernization making the new 
location one of the most modern and 
up-to-date business homes of any shoe 
firm in this territory. 

Among the store’s principal features, 
and attracting the most comment, are 
the two front doors of three-quarter 
inch unframed glass which permit un- 
restricted vision into the interior of 
the store. 

Informality is the keynote of the 
bright interior arrangement, providing 
a suitable background for the informal- 
ity and affability which typify the 
store’s approach to its large family 
trade. 

The growth of Richardson since then 
has been at a faster pace than that of 
the city itself, one of the fastest-grow- 
ing population centers in Texas. In 
ten years Corpus Christi has slightly 
more than doubled its population, while 
Richardson’s showed a volume last year 
four and a half times greater than that 
of its opening year. 





New Front for Kirkpatrick’s 


LEBANON, TENN.—Amzi Kirkpatrick, 
owner, announces completion of a new, 
modernistic front, for the Kirkpatrick 
Shoe Store. The new, roomier display 
windows were immediately dressed with 
samples of Fall lines. 
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Famous Shoe Building 
Being Razed 

Cuicago, Itt.—Selz Shoe Company’s 
building which bears its name, at the 
northwest corner of Market and Monroe 
Sts., in Chicago’s Loop, is being razed 
This seven-story building occupies 
nearly half a block and up to the time 
of the company liquidating some years 
back, it was one of the nationally- 
known shoe manufacturing organiza- 
tions of the country, famous for its 
Royal Blue line of men’s shoes to retail 
at $6.00. In that building a fortune 
was made under the genius and leader- 
ship of the late Harry Selz. 


Hobby Display Creates 
Window Interest 


WicuirTa, KAN.—A great deal of ai- 
tention was drawn to the Walk-Over 
shoe shop, 118 N. Broadway, here, re- 
cently, as a result of an unusual hobby 
display shown in the firm’s windows. 

Parts of the 20 different collections 
shown included rough and polished 
gems from riearly every State in the 
Union, fossils, shells, old books, en- 
gravings, coins, stamps, photos, re- 
volvers, antique table wear, rare beads, 
and salt and pepper shakers. 

Specimens are owned by N. J. Rus- 
sell of Pines Ranch, Penryn, Calif., a 
Wichita visitor. 


Celebrates 51st Anniversary 


Rye, N. H.—Andrew E. Byron, for 
many years a traveling representative 
for the United Shoe Machinery Corp. 
of Boston, and Mrs. Byron celebrated 
their 51st wedding anniversary recently 
at their home at Lang’s Corner. 

Mr. Byron was among the United 
Shoe Machinery Corp. representatives 
who demonstrated American Shoe 
manufacturing methods at the World’s 
Fair in Paris in 1900. 





Changes Territory 


INDIANAPOLIS, IND.—A. (Al.) Miller, 
who for many years represented the 
Jarman Shoe Co. in Indiana, has been 
transferred to Arkansas territory with 
headquarters in Little Rock, Ark. 
Miller was well known in Indiana and 
has many friends among the retail 
shoe merchants of the state. He was 
a member of the Indiana Shoe Travel- 
ers Association. 





Enlarges Juvenile Section 


GRAND Rapws, Micu.— The Pau! 
Steketee Department Store here re 
cently completed a new four-story ad- 
dition permitting a 50 per cent larger 
stock and more selling space for juve- 
nile shoes. The featured line is Tom 
Boy shoes, a Herbst product. 
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Management Clinic at 
National Shoe Fair 


[CONTINUED FROM PAGE 35] 


over retailing courses at Northwestern 
University and is actively associated 
with several organizations devoted to 
the study of retail store problems. He 
has been connected with Wieboldt 
Stores, Inc., Chicago, and has made 
extensive studies of procedure for im- 
proving merchandise control and reduc- 
ing expenses. 

James R. Hawkinson, who will assist 
in the clinic, is professor of marketing 
and assistant dean, School of Com- 
merce, Northwestern University. He 
has specialized on sales methods, 
follow-up and selling. He has worked 
with numerous Chicago firms on mar- 
keting and sales plans, resulting in a 
wide experience in the field of selling. 

Chester E. Willard, associate profes- 
sor of industrial management, has had 
a broad experience in research work 
for nationally known manufacturers 
and has aided in the development of 
products and better selling. These men 
of proven ability in business and educa- 
tion have served with the National 
Shoe Fair for five years. They are fa- 
miliar with shoe operations in retail 
stores. They understand intimately, 
problems of merchants and from five 
years’ experience they have gained an 
unusual knowledge in working out tan- 
gled tendencies in shoe stores. Each 
year merchants return to consult this 
group, reporting successful accomplish- 
ment in following the advice of these 
analysts. 

Plans have been completed so that 
merchants may discuss their problems 
intimately and confidentially, in an 
office-like set-up. To receive the most 
benefit from these discussions, it is im- 
portant that merchants intending to 
consult these business advisers bring 
with them their latest available oper- 
ating figures. It will facilitate matters 
if merchants will send their figures 
some time in advance, enabling the 
staff to compute and analyze the figures 
prior to individual conferences. Ad- 
vance figures may be sent to Professor 
D. J. Duncan, National Shoe Fair, 
Stevens Hotel, Chicago, III. 


Streamlined Store Front 


Cuicaco — The latest innovations in 
display and merchandising features for 
men’s shoes have been utilized in the 
new Nunn-Busch men’s shoe store at 
Dearborn and Washington. The build- 
ing in which the store was formerly 

ited was torn down and the present 
sttéam-lined structure erected. 
_Gircular and curved effects play an 
important part in the layout of the 

store. A corner of the interior has 
bee made into a curved wall. Espe- 
dally effective is the corner window, 


3 
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BOSTON SHOE FAIR 


December 2.3.4.5 











DECEMBER 2-3-4-5 


HOTEL STATLER 
PARKER HOUSE 


WISE BUYERS KNOW 


They can be seen earlier . . . but 
Spring shoes can be bought most ad- 
vantageously in December . . . after 
prices have crystallized. All impor- 
tant buyers will go to the Boston Shoe 
Fair, where representative and com- 
plete showings of volume styles for 
Spring will be displayed. Timed right 
. « « located right . . . and run right 
- the Boston Shoe Fair benefits 
buyer and manufacturer alike. Make 
your plans and hotel reservations 
today! 
NEW ENGLAND SHOE and LEATHER 
ASSOCIATION 
BOSTON, MASS. 


OE BUYER TO BE 
OW IN DECEMBER. 
TO SEE COMPLETE 
EST PRICES!” 


"| WANT EVERY SH 
AT THE BOSTON SH 
THAT'S THE PLACE 
LINES — GET THE B 





which is also curved, giving an unusual 
display effect to merchandise, which can 
be viewed from all approaches. The 
interior is finished in light oak with 
red trim, set off by green upholstery 
and a rust carpet. A portion of the 
stock is shown on built-in wall shelving. 


Buyer Transfers 


GOSHEN, INpD.—Carl Runge, former 
shoe buyer at the Ellsworth Store, 
South Bend, Ind., has accepted a similar 
position with L. Simon and Co., Goshen. 
It was at the latter store that Runge 
received his early training in the shoe 
business, and later joined the sales 
staff at the Ellsworth Store. 


Opens Family Store 


Cuicaco—F. Schwartz, who has been 
with the Kringold Shoe Co. for the past 
15 years, has opened a family shoe 
store known as M & S Shoes at 1237 
S. Halsted Street. 


Visits Buyers’ Show 


CuIcaco—Curtis Johns, known as the 
singing shoe traveler, who travels the 
state of Michigan for the Groves Shoe 
Co., was in Chicago for the recent 
monthly Shoe Buyers’ Day. He secured 
information about the coming Central 
States Shoe Fair to take back to the 
Michigan Shoe Travelers Association. 










Custom Built Shoes 


MITES ORT 


OVER "ONE | INCH TALLER 
THEY LOOK LIKE OTHER SHOES 


TO RETAIL PROFITABLY AT 
$12.50 UP 





Benched by O. T. Cole 
COLE ROOD & HAAN CO. 


CHICAGSe is ILLINOIS 


Notice 























| 
| 
NOTICE OF ERROR | 

The Rod & Reel Fishing Boot shown on page 26 

of our —, series 111, carries the wrong price. 

The cor ‘ice is $4.50. We feature another olive 

drab Fishing P Boot, cleated sole, at $3.65. | 
Write for catalogue. 
ARNOFF SHOE CO. 

101 Duane Street, N. Y. C. 
| 
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TRAIL MAKER MOCCASINS 
fer MEN, 


WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 
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SACO-MOC SHOE CORP.’ 








Bowling Shoes 
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Acquires Vogue Shoe Control 


Boston, Mass.—Ben Orlick, who has 
been actively engaged in the business 
of selling shoes for the last thirty 
years, has, with Norman D. Nexon, ac- 
quired control of the Vogue Shoe Co., 
of Lynn, manufacturers of sandals 
sold to the volume trade and designed 















BEN ORLICK 


to retail at $2.00. Present production 
is reported to be at the rate of 2,000 
pairs a day, features being evening 
sandals of white satin and of mesh 
fabric. 

In this new partnership, Mr. Nexon 
will be in complete charge of manu- 
facturing and the buying of all mate- 
rials. Mr. Orlick is in charge of selling, 
a responsibility which he is well fitted 
by previous experience to assume. 

Entering the shoe business in 1910 
as a member of the wholesale firm of 
P. Orlick & Son of this city, he re- 
mained there for 12 years, then became 
salesmanager of the Boston office of the 
Bleecker Shoe Co., of New York City. 
Later, from 1929 to 1932, he was 
women’s shoe buyer for the Newark 
Shoe Stores, with headquarters in Bai- 
timore, and since that time has been a 
successful salesman for the Novelty 
Shoe Co., of Lynn. 





Two New Stores 
In Minneapolis 

MINNEAPOLIS, MINN.—Recent weeks 
have seen the opening of two new 
shoe outlets in this city. P. J. Kerper, 
manager of the Standard Clothing Co. 
downstairs shoe department for many 
years, now heads the Kerper Shoe Co., 
which handles men’s shoes exclusively 
at 254 Plymouth Building. 

Standard Clothing, failing to renew 
its lease after 35 years on one loca- 
tion, went out of business on Septem- 
ber 1. John Sirois, formerly with that 
firm, is now connected with the Bolls 
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Holiday Slipper 
Sales Are Just 
Around the Corner 








In your preparation for this most 
active item in the Christmas pic- 
ture, don't forget the little tots. 
No more practical and appeal- 
ing gift is on any child's list. Just 
make a display of Mrs. Day's 
Ideal Nursery Slippers and see 
how fast they move out of your 
stock at the Holiday season. 
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Twenty styles are illustrated in 
our newest catalog, together with 




























































the most complete line of little 
shoes from fabrics to Flexible 208 | 
Walking Shoes on the market. _— 
Send for your copy. 
Joy« 
MRS. DAY'S Line 
IDEAL BABY SHOE CO. 
DANVERS, MASS. Pas 
the a 
Sprin; 
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will be 
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in late 
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until a 
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Shoe store, which opened at 906 Nicol- 
let avenue early this month. Thomas Mem 
Shields, secretary and treasurer of the Mode: 
Bolls organization, with stores in Chi- 
cago and Milwaukee, heads the Min- Mem! 
neapolis store. busines: 
the We 
. moved 
Appoints Ad Agency building 





St. Louts, Mo.—The Life Stride Di- 
vision of the Milius Shoe Company has 
appointed the Olian Advertising A en- 
cy, Boatmen’s Bank Building, St. Louis, 
to handle their national and cooper:tive 
advertising program. 

The agency will take care of al! na- 
tional advertising, newspaper, disp\ays, 
dealer’s helps, stock shoe catalogues 
and business paper advertising. 
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with Decorative 
Display Cards 





HELP US 
HELP YOU... 
by doing your 
sping ely 


6 Doz.—$1.10. 12 Doz. 
—$2.00 
With Store Name 
Imprinted 
100 tickets—3.00 
200 tickets—$5.00 


Check with order please, un- 
less C.0.D. preferred. 


DISPLAY CARDS 
Each 14 infor- 
de | forceful 








Color Xmas Windows 


and Price Tickets 


The Natural way to support the 
LONGITUDINAL ARCH 


SCOTT’S 
Sponge Rubber 
OVAL ARCH SUPPORT 


Sold in 
Thousands of 
Shoe Stores 





Uniform high quality - hand made from 
finest grade white orthopedic rubber. 
Once used, customers will have no other. 














selling on = 
ew Set ZF 





Sponge rubber is widely recognized as the best medium for 
supporting the arches of the foot. 


Our fine hand-finished Ovals are porticularly effective as they 
are made from sponge which is molded to our own specifications. 
They combine just the right degree of firmness for proper sup- 
port, with sufficient resiliency to massage and exercise weak- 
ened foot muscles. 


Available in complete range of sizes. They carry a nice 


Detailed Information on Monthly Service at Your Request. 
BOOT AND SHOE RECORDER 


208 SOUTH STATE STREET © CHICAGO, ILLINOIS 


INAWLEYYdAd AZOIAUAS SINWHOUAN 


profit, too! Write for full particulars. 


SCOTT FOOT APPLIANCE CO., OMAHA, NEB. 




















Joyce to Present Spring 
Line in New York 


PASADENA, CALIF.— A departure in 
the accustomed time of presenting the 
Spring line to the trade has been an- 
nounced by Joyce, Inc. The Spring line 
will be given to the salesmen at a meet- 
ing held in New York in early No- 
vember. Trips will start from this 
point, with selling deliveries to start 
in late January. The reason for this 
departure is to give the factory a 
ehance to operate on Christmas slip- 
pers right up to the last moment. Cut- 
ting on Spring orders will not start 
until after the Christmas rush is safely 
over. 


Memphis Store Moves to 
Modern Location 


MempuHis, TENN.—After ten years of 
business at 45 South Main Street, here, 
the Walk Over Shoe Store has been 
moved into a handsome new “show 
building” at 42 Main Street, almost 
directly across the street from the 
former location. 

This is the first expansion move 
Walk Over has authorized in Memphis 
for the past eleven years, and is the 
result of a business growth past the 
facilities of the former building. 

The new store features a modernis- 
tie glass front with rounded show win- 


dows, new fluorescent light, cream and 
tan fixtures and floor-lighting for bet- 
ter footwear demonstration. It is air- 
conditioned, and its most unusual fea- 
ture are decorations of rare Tioga wood 
with which the interior has _ been 
trimmed. 

Manager of the store is M. S. Lary. 


Opens New York Showroom 


New York — The Weitzman Shoe 
Company of Newark, N. J., has recently 
opened a modern showroom at 1333 
Broadway, New York City. 

Joe Rinzer and Milt Winick are in 
charge of the complete line of popular 
price infants’, children’s, boys’ and 
girls’ footwear. 

In keeping with the Fall expansion 
program of the firm, President Louis 
I. Weitzman has recently contacted for 
radio time over a New Jersey radio 
station. 


Lewis to Cover Denver 
West Territory 


Los ANGELES, CALIF.—Harry Sobel, 
sales manager, the Fern Shoe Co., has 
announced that Lawrence Lewis will 
now represent the Fern Shoe Co. in 
the entire Denver West territory. Mr. 
Lewis formerly covered the state of 
California. He will carry the complete 
line as heretofore. 


Speaks and Displays 
Line to Kiwanis 


UNiIon City, TENN. — H. B. Sitton, 
manager of the local plant of the 
Brown Shoe Co., was the recent guest 
speaker of the local Kiwanis Club, be- 
ing invited to discuss and display the 
line of shoes produced at the local 
plant. 

Mr. Sitton traced the history of shoe 
manufacturing from the period when 
“the heels on ladies’ shoes were so high 
that a male escort on each side was 
necessary to keep her from falling” to 
present day neat and attractive foot- 
wear emphasizing comfort and health 
as well as appearance. He revealed 
the efforts of the modern shoe manu- 
facturer in making footwear that har- 
monizes in color and style with other 
items of wearing apparel and acces- 
sories. 

Samples of the firm’s fall line, at the 
invitation of the Club, were on display 
during the address and the meeting. 


Prize-Winning Shoe Man 


ALBUQUERQUE, N. M.—H. H. Hale, 
owner of the Hale Brownbilt Shoe 
Store, and gentleman rancher, walked 
away with five first prizes, three sec- 
ond prizes and two thirds on his 
Bronze Turkeys and White Wyandotte 
chickens at the New Mexico State Fair 
held here, recently. Every entry of 
Hale’s received ribbons. 





~~ 





a 
GUARANTEE 
Your 
ANTIQUE 
FINISH 


JAR 2 5° RETAIL 


B. F. BROWN & CO. 
24 BINFORD ST., BOSTON Est. 1088 J 
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Slippers 


li eli tell ail liel 





TURN SLIPPERS IN-STOCK 
No. 53 TAN—BLACK 

$1.85 sive and BURGUNDY 
Patent pip- 





WILBUR K. FOSTER, Haverhill, Mass. 








Infants’ Footwear 


“WIGGLETOES" 
Res. U. S. Patent Office 
Complete line poo footwear 
in stock. Write for catalog. 
WEITZMAN SHOE CO. 
NEWARK, NEW JERSEY 
WN. Y. Showrooms — 1333 Broadway 








“There's big money in little shoes” 





Bowling Shoes 
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Dates to Remember 


St. Louis’ Introduction of Spring Foot- 
wear Fashions, Hotel Pennsylvania, 
New York, 

November 10, 11, 12, 13, 1940 


Shoe Manufacturers’ Spring Opening, 
Eugene A. Richardson, Mgr., Hotel 
New Yorker, New York City, 

November 10, 11, 12, 13, 1940 


Boot and Shoe Travelers Association 
of New York Dinner and Entertain- 
ment, Grand Ballroom, Hotel Penn- 
sylvania, Tuesday evening, 
November 12, 1940 


Boston Shoe Fair, New England Shoe 

and Leather Association, Hotel Stat- 

ler and Parker House, Boston, Mass. 
December 2, 3, 4, 5, 1940 


Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Dlinois 

January 4, 5 1941 


National Shoe Fair, Hotel Stevens, 
Chicago. Ill.....January 6. 7, 8, 9, 1941 


Michigan Annual Shoe Fair (Jointly 
Sponsored by Michigan Retail Shoe 
Dealers Association and Michigan 
Shoe Travelers Club), Hotel Statler, 
Detroit, Mich...January 12, 13, 14, 1941 


Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Charlotte, 
January 12, 13, 14, 1941 


Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers, 
Hotel Adolphus, Dallas, Texas. 

January 12, 13, 14, 15, 1941 


California Shoe Fair, Hotel Biltmore. 
Los Angeles, Calif. 
January 15, 16, 17, 1941 


27th Annual Shoe Show, Middle At- 
lantic Shoe Retailers Association, 
Benjamin Franklin Hotel, Philadel- 
Say BW sess January 19, 20, 21, 1941 


Indiana Shoe Buyers’ Week, Indiana 
Shoe Travelers Association, Clay- 
pool Hotel, Indianapolis, Ind. 

January 19, 20, 21, 1940 


Annual Convention Northwestern 
Shoe Retailers Association, Hotel 
Radisson, Minneapolis, Minn., 

January 26, 27, 28, 1940 





FASHION DISCOVERIES 
— 1940 — 
Mtexicall; 





B1008 Sparkling non-tarnishable GOLD Metallic 
Mesh. Genuine Gold Kid Vamp Bar and 
Strap. Gold Satin Sock Lining.. 

Bolo Sette non-taranishable SILVER Me- 
Mesh. Genuine Silver Kid Vamp Bar 
a “strap. Fiesh Satin Sock Lining : 40 

21/8 Louis Heel 

S & M Widths 


- $2.60 


81009 Same as B1008 in Gold Metallic Mesh.... $2.00 
BiGi! Same as B1010 in Silver Metallic Mesh.. $2.40 
16/8 Cuban Heel 
8S & M Widths 

* Heels covered with same material—an innovatior 
evening sandal detail and construction. 
A complete Selection of Formal Sandals for Delivery Now 
ON DISPLAY HOTEL McALPIN 
NOV. 10-11-12-13 
Send for our Catalogue. 


ANNAHSONQ . 


HAVERHILL, MASS. 





Retailers at Chicago Show 
Optimistic for Future 


Cuicaco — Gabardine and patent 
shoes for second Fall sellings, coupled 
with advance orders for early Spring 
shoes, dominated orders placed at the 
regular monthly Shoe Buyers’ Day held 
by the Chicago Shoe Traveler’s Asso- 
ciation at the Morrison Hotel, Octo- 
ber 28 and 29. A number of orders for 
house slippers for Christmas business 
and preliminary orders on some play 
shoes for Spring and Southern wear 
were also placed. 

Black gabardines and patents, both 
in all-over patterns, in combinations 
and combined with plastic, appear tc 
be in popular favor for shoes to follow 
up suedes, with many retailers indicat- 
ing that these will continue through 
the pre-Easter selling season. Calf and 
alligator are also in demand. Antiqued 
effects in tailored types are most popu- 
lar in the walking shoes, with a heavy 
demand for 14/8 heels. Pumps and the 
various step-in styles lead in demend, 
with strong favor for square toes 

Retailers attending the show appe::red 
to be in an optimistic mood. Many of 
them appeared more anxious than in 
the past several years to place orders 
for dark Spring shoes early, fe:!ing 
that heavier concentration o§ (‘em 
during the late Winter will regu * in 
better pre-Easter clearing of stock 
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Trend to Style 


Standardization Abroad 


LONDON, ENGLAND — Boot and shoe 
retailers in Great Britain are now do- 
ing satisfactory business and sales are 
being well maintained. Trade in Lon- 
don showed a big falling off at the out- 
break of the war, but there is now 
evidence of improvement, while pro- 
vincial business is brisk and is more 
than making up for any loss in those 
areas which have suffered from evacua- 
tion. 

The outlook, however, is becoming 
uncertain. Since the war began there 
has been an increase of between 30 and 
10 per cent in costs and many firms 
have found it difficult to maintain the 
same quality of materials without alter- 
ing retail prices. The new Purchase 
Tax will become an important factor 
and there is the question of limitation 
of supplies. 

The limitation of supplies will prob- 
ably result in standardization in the 
near future. On the women’s side of 
the business the number of varieties 
runs into hundreds. Variety in excess 
started about ten years ago when the 
wooden heel became popular. Wooden 
heels will probably shortly be replaced 
by all-leather heels and many of the 
colored shoes may disappear. 

The move towards standardization 
may be likely to start with the men’s 
side of the business first. Already there 
is a restriction in men’s shoe varieties. 
On the cheaper sides, for instance, 
there are only about thirteen styles to 
choose from to-day, as against twenty- 
five or more before the war. 


Open Basement Department 


DENVER, COLO.—Formal opening of 
the new women’s shoe department in 
the basement of the Denver Dry Goods 
Co. proved to be a basement innova- 
tion. 

With a floor space of about 3000 
square feet, all set apart with shadow 
box inclosures four feet high and 
electrically lighted, the new shoe sec- 
tion is a most attractive feature of the 
basement. The floor is newly carpeted 
and the new chromium furniture com- 
pletes the setting. 

0. D. Hudson is the manager of this 
latest shoe department. He comes from 
the U. S. Rubber Co. and is an experi- 
enced shoe man, having been connected 
with the Denver Dry Goods basement 
shoe department fifteen years ago when 
the late Harry Teets reopened the shoe 
Sections in the basement departments 
of the store. During this fifteen-year 
interval, Mr. Hudson was also in the 
shoe department of the Broadway De- 
partment store of Denver for eight 
years. 

This completely new and remodeled 
shoe department will feature nation- 
ally advertised shoes for women in all 

s within a four-price range of $3.00, 

50, $4.00 and $4.50. 


WANTED 


Young Men With Experience in Retail Selling 
Who are Interested in a Job With a Future 


@ The J. C. Penney Company, with 1586 stores in forty-eight states, 
has openings in various of its stores for ambitious young men with 
the following qualifications: 


Age—between 21 and 28 

High School education or more 
Good health and disposition 
Willing to work hard to get ahead 
Willing to go wherever sent 
Experience in the retail selling of 


wearing apparel for men, women, 
or ~ > By or shoes, or yard goods 


@ Men who qualify will start as salesmen and be given every 
opportunity for advancement. 

@ Every store manager in the Penney Company came up through 
the ranks—not only is he paid a satisfactory salary but he shares 
liberally in the profits of his store. Out of the ranks of today’s 
salesmen in Penney stores will come tomorrow's Penney execu- 
tives. Advancement is solely by merit—not by seniority, favoritism 
or politics. 

@ If this advertisement interests you—write at once, giving your 
qualifications and experience, to J. D. Keyes— 


J. C. PENNEY COMPANY, INC. 
330 West 34th Street, New York City 


NOTE—Write immediately even —_ - you may not be available 
until early 1941 or next Spring. Now is the time to apply. 








St. Louis, Mo.—The Carmo Shoe Manufacturing Company recently opened its 
new offices and sample rooms at 1525 Washington Avenue, St. Louis. Amid an 
array of flowers from hundreds of friends, the company officials, Sam Wolff 
and J. I. Kaplan, ably assisted by the Carmo roadmen, held “open house” from 
11.00 A.M. to 7.00 P.M. Over 350 guests attended. J. 1. Kaplan states that the 
opening of the St. Louis sample room and the moving of the factory from Carth- 
age to Union, Mo., is all part of an expansion program designed to give better 
service. Above, Barney B. Kimless of the New York Office and J. I. Kaplan, sales 
manager of the firm, look over the new offices. 

















Knockabouts 


Men's Golden Elk 
Knockabout 

No. 126 Sizes 6-12 
$1.35 


Send for catalog R3 
were > Hicuts, 


H. Conjor Shoe Co., inc. 











240 Broadway, W.Y.C. 





Soles and Heels 


LITHOX CORD HEELS 
NON-SLIP 
The popular heel because of 
Quality and price. 


THE LITHOX corp. 
WAPAKONETA, OHIO, U. 8. A. 
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Moccasins 

















Odd Combination 


New Hampton, Iowa—Joe Martinek, 
formerly a partner in the McAloon 
& Martinek department store that 
closed here last Spring, and manager 
of the shoe and men’s furnishings de- 
partments, has leased space at the 
Kress Grocery store and installed new 
shelving and shoe fixtures and will 
carry a complete line of shoes and 
hosiery for both men and women. 
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Employes Presented Awards 
For Long Service 

Syracuse, N. Y.—Benjamin Sauter, 
who has just completed 50 years in 
the employ of the A. E. Nettleton Co., 
shoe manufacturers, has been pre- 
sented with a diamond service pin. 

The presentation was made by Henry 
W. Cook, company president, at a 
party in honor of Mr. Sauter, attended 
by executives and by three other em- 
ployes who have completed similar long 
terms of service. 

Only at one interval during the half 
century was Mr. Sauter away from his 
duties in the bottoming room. That 
was when he broke a leg and was laid 
up for a while. But the day he had 
his tonsils removed at 11 o’clock in 
the morning he was back on the job 
at 2 p. m. 

Traveling salesmen of the company, 
meeting in semi-annual sales confer- 
ence Thursday, November 7, made 
plans for Spring sales, with 24 styles 
to be ready in January. 

There was exceptional interest in 
the new popular priced line, to supple- 
ment the regular lines. 


Schoenfeld in Charge of 


New Mutual Line 


Boston, Mass.— The Mutual Shoe 
Company, of Marlboro, Mass., a branch 
of the Consolidated National Shoe Cor- 
poration of this city, has added a line 
of women’s novelty footwear to retail 
at $4, and has placed Manus Schoenfeld 
in charge of merchandising and selling. 

Mr. Schoenfeld comes to the Mutual 
company from the Endicott-Johnson 
Corporation, where he has been in 
charge of sales of the Owego branch 
for the last five years. Prior to that 
he was buyer for Arnold Constable & 
Co., of New York City. To his new 
connection, therefore, Mr. Schoenfeld 
brings a thorough knowledge of styl- 
ing, as well as retail and wholesale 
merchandising. 

In charge of production of the new 
line is Jacob Stein, who has a wide 
reputation throughout the east as a 
progressive factory executive. 


Dwyer to Manage 
C. R. Strange Store 


BINGHAMTON, N. Y.—Donald M. 
Dwyer has taken over the management 
of C. R. Strange, Inc., 14 Chenango 
St., here. following the recent death of 
Charles R. Strange, who headed the 
52-year-old shoe store for many years. 

The store will continue to be owned 
and controlled by members of the 
Strange family, with Mr. Strange’s in- 
terest passing to his widow. His two 
daughters hold the remaining shares. 
Mr. Dwyer, the new manager, has been 
associated with the store for a year 
and a half. 


HUSTLE 
WITHOUT 
BUSTLE 


We're hustlers when 
the occasion demands 
but we don’t make any 
noise about it. Our serv- 
ice is as cheerful and 
quiet as it is speedy. 


Emil Eitel 
Karl Eitel 
Roy Steffen 


DUUAARCK 


HOTEL-CHICAGO 





W. R. Parrott Manages 


New Fashion Group 


New YorK—William R. Parrott, who 
was formerly executive manager ot! 
the now-disbanded Shoe Fashion Guild 
of America, was recently named man 
ager of the newly organized Americar 
Council of Style & Design, whose pur- 
pose in general will be the promotion 
of American fashions. 

Membership in this new group wil! 
be drawn from all branches of the 
fashion industries. 


Clever Promotion Piece 


St. Louis, Mo.—The Winthrop Shoe 
Company has come forth with a clever 
bit of promotion material on their new 
leisure shoe, the Westerner, which was 
featured on the front cover of th 
October 26th issue of Boot AND SHo0! 
Recorper. The promotion piece is a 
oblong of rough paper, to which 
pinned an actual size deputy badge 
worn by cow country law officers. 

Printed on the card in rough letter- 
ing is the following message: “You are 
hereby appointed a Winthrop Deputy 
Sheriff to bring in the Big Profits t! 
are hanging around The Western:r. 
Be on the lookout for The Westerne”.” 
(signed) “M. R. Shaffer, Sheriff” (sa' es 
manager of the Winthrop Shoe Co. 
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Fall Trends in Miami 


Miami, FLa.—Three factors have entered the Fall 
shoe business throughout the Miami area, and this is 
traceable throughout the entire range, from the most 
high style models to lower price chain store offerings. 
These three points are heels, decoration and instep 
straps or belts. Heels are running somewhat lower 
and show decorative motifs, odd shapes and generally 
introduce some interesting detail in their architecture. 
Much cut steel beading is seen in pump models. Rep- 
tile is freely used with black suede. Perforations of 
large and small design. Grosgrain bows and front 
lacing. These are some of the decorative motifs fre- 
quently seen. Instep straps and belts are quite popu- 
lar, wide for the most part, and frequently decorated 
with more or less elaborate beading, perforations or 
twisted effects. 

M. Cowen, of Cowen’s exclusive shop, reports that 
plastic will in his opinion be the most sensational new 
development of the season. He is looking for a hearty 
response to it this Fall and during the resort season. 
Black suede continues to be important in this shop, 
particularly black with reptile trim. Blue calf is also 
a good number. The most popular brown this Fall has 
been “unborn calf.” This, when matched with a bag, 
has satisfied the woman looking for a high style outfit, 
particularly the younger woman. During the past 
month it has been a steady reorder number. It is of- 
fered only in an Oxford type. Among the important 
new heels Mr. Cowen quotes the transparent plastic as 
continuing to be in demand. Heels are lower, he says, 
but there must be heel accent to a smart shoe. Open 
toes continue to outsell other models, but there is a slow- 
ing up on calls for open heels. 

Burdine’s has been emphasizing streamlined shoes “to 
fit like a glove.” Window wedges have been active, and 
the Selby “Scrams,” a semi-wedge, has also been well 
liked. Suede in the new Fall colors with inlay of shark- 
skin over the vamp, in tie model, has been one good 
number at $16.97. Pumps with high vamp or with 
cutout vamp are in demand in the $5.98 lines. Many 
of the new suede shoes show leather contrast. Very 
smart and popular has been an $8.95 line of suede with 
snake trim. One window wedge, hi-low heel, ankle 
strap of reptile has a smart rosette of snake on the 
vamp. 

Butler’s has had immense success with zipper closed 
campus shoes. Both the Miami and the Miami Beach 
shops have done well with this model. 

A. S. Beck has featured black pearl suedes for Fall 
and early Winter. The peek-a-boo tie has been a popu- 
lar number, as has the ruffled throat model. The cum- 
merbund vamp is taking well. 

At Richards they report plenty of interest in the 
tarved wooden heels. This is further evidence of im- 
portance of heel treatment. Here they are selling more 
black than color, with suede, particularly with reptile 
trim most active. 


Editor’s Outlook 


[CONTINUED FROM PAGE 24] 


Ohio, and chairman of the Retail Advisory Committee, 
who said: 


“There are factors which may cause price increases. Mr. 
Hillman recently estimated that by August of 1941 all 
the employable unemployed will be at work. Increased 
payrolls will add to consumer purchasing power. In addi- 
tion, many workers who are now employed three or four 
days a week may find their employment increased to five 
or six days, with a corresponding rise in their incomes. 
It seems likely that the demand for consumer goods will 
rise rapidly, for a substantial portion of these workers 
will now be able to buy goods which for some time past 
they have not been able to afford.” 


Any man in any business should look to the condition 
of his “live” inventories—(dead stock isn’t inventory. 
per se). 

At the moment there is a retailing phase encouraging 
to getting more shoes sold right. 





"| ARE GOING BIG 
|THIS SEASON! 
| a fashion accessory 


fa every woman wants 


Knit Slipons of soft Durene 

and “Lastex” protect suedes 

- and other fine leathers against 
Advertised marring, scuffing and 
in VOGUE and emetching — i oe 


. loshes — when driv- 
HARPER'S BAZAAR ing or traveling. 


ORDER NOW—MAKE 45% PROFIT 


* PROTEK-SHUS retail at 35¢ per pair — in- 
dividually packed in cellophane for smart dis- 
play. Our special offer gives you 2 pairs FREE 
with order for 2 dozen pairs — fit all 
women’s shoes. Twenty-six pairs for 
$5.00 . . . your profit, $4.10. In addi- 
tion, newspaper mat and colored Dis- 
play Card, “As Seen in Vogue and 
Harper's Bazaar,” FREE. Do it now. 
BURSON KNITTING CO. 
ROCKFORD ILLINOIS 
Or Your Local Findings Jobber. 
% Pat. & Trade Mark Reg. 


SPECIAL OFFER viinx 


BURSON KNITTING CO., Dept, A, Rockford, Il. ; 
Please SPECIAL OFFER carton# containing 26 
pairs of PROTEK-SHUS and one Display Card at special price 
of $5.00 each, . Check enclosed for $........................ 


City : ... State... sia 
Check here ( ) if you wish this order shipped C.O.D. 





: FREE with 3-carton order, Plastic Display Form, $1.00 value. 
euaeeseneuassenesesesen 





TO 
BUY 


Children's Shoes 
Dr. C. A. Haines 


Shoes for Children 
IN STOCK 


Display Equipment 
S5008ST XAS 


SLIPPER SALES 


Now you can display that 
group of slippers on 
FAN-STANDS—attract 
attention and ring the | 
cash register more often. 


vuOoZzraiuzyon 


CHARLES HENRY BROWN £50N 1 











Kid Firm Appoints 
N. E. Representative 


PHILADELPHIA, Pa. — The D. W. 
Poor Leather Company, 91 South 
Street, Boston, has been appointed the 
New England representative of Mitch- 
ell & Peirson, Inc., Philadelphia. 
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Roth Shoe Mfg. Co. 
Changes Name 


CINCINNATI, OHIO — Coincident with 
the moving of the Roth Shoe Mfg. Com- 
pany into their new factory at Ripley, 
Ohio, the name of the firm has been 
changed to Roth, Rauh & Heckel, Inc. 
The officers of the new company remain 
the same as formerly, namely: Jack L. 
Roth, president; Charles E. Heckel, 
vice-president, and Richard Rauh, sec- 
retary-treasurer. The remainder of 
the personnel remains unchanged. 

The new factory will be in operation 
about November 15 and the firm will 
be in position to take make-up orders 
by that date. The instock department 
has been built up to take care of stock 
orders while the firm is being moved. 

The new factory is one of the most 
modern buildings of its kind in the 
country. It is constructed all on one 
floor and the walls of the building are 
all glass. New equipment and. machin- 
ery is being installed wherever improve- 
ments on past methods have been de- 
veloped so that the factory will have 
a daily output of 4,000 pairs. 


| Kinnick Opens Juvenile 


Store in Pasadena 


PASADENA, CALIF.—A children’s shoe 
store has been started by George H. 
Kinnick at 32 N. Madison St. A com- 
plete line is stocked in the better quali- 
ties from first steps to growing girls’ 
large sizes and the official Boy Scouts. 

Mr. Kinnick has specialized in chil- 
dren’s footwear for a number of years. 
having been buyer at the Mathews 
Store, here in Pasadena, and more re- 
cently was buyer for the three Innes 
Shoe Co. stores in Los Angeles, Pasa- 
dena and Hollywood. 


Green Opens Third 
Coast Store 


PASADENA, CALIF. — Green’s Chil- 
dren’s Shoe Store has opened ait 465 E. 
Colorado St. This is the third Green 
store in this section, the other two be- 
ing in downtown Los Angeles and in 
the famed Wilshire district in Los 
Angeles. Alex Greenberg, a son of 
Owner Abe Greenberg, will manage 
this store in conjunction with his 
father. Mrs. Myrtle Hovey has been 
assigned the assistant manager’s job. 
She comes here with an excellent rec- 
ord of children shoe selling gained in 
the better stores in this vicinity. 


Open New Resort Branch 


Miami Beacu, Fuia.— Richards of 
Miami, one of the leading department 
stores, is opening a Lincoln Road 
branch this month and will carry a 
shoe department. This is to be one of 
the largest divisions of the store, fea- 
turing high style footwear. 





HARRISON 


give your 


VOLUME A BOOST 











Every merchant is looking for more vol- 
ume. Build it today for more profits, 
too, with Harrison Shoes. This fast-mov- 
ing line features 59 styles in Men's and 
Boys’ Shoes In-Stock, the cream of the 
fashion crop. It moves from Harrison 
shelves to your store and to your cus- 
tomers’ feet in record-breaking time. 
Write today for our attractive, new 
catalog. 

NEW HARRISON 

SHOES FOR BOYS 

AND MEN 


IN STOCK 
Send for Catalog 


‘HARRISON 


SNOE COMPANY 
trent aSSa t 








Is There a Credit Pattern? 
[CONTINUED FROM PAGE 21] 


The day is past when a merchant 
may hide his disinclination to issue a 
statement by the old alibi “I have not 
taken inventory.” The federal and state 
income tax laws have cured that. The 
figures are available; the job is to get 
them. 


When I first heard the theme of this 
general convention “Rearmament for 
Credit” I was reminded of the impor 
tance of the financial and operating 
figures. What better support is there 
for our credits than a knowledge of the 
facts and a written statement of them’ 
Too often some of us have been content 
with surmises, opinions and hopes about 
a credit situation only to be awakened 
with a jolt when the facts hit us. Let’s 
get the facts first! If we make mis- 
takes, and we will, let them be honest 
mistakes of judgment, not the error of 
laziness or oversight. 


I believe this group could do no 
greater service to the credit profession 
than to stir up a renewed interest in 
and demand for financial facts in the 
form of financial statements, balan:e 
sheets and operating figures and to 1°- 
quire them. 








no 
ssion 
st in 
| the 
lance 
0 re- 


BOOT ann SHOE RECORDER, November 9, 1940 


°° €HIBD LItste 


chila Life 


SHOES 


“LINES 


OF 


COLLEGE 


CHUMS * 


TOM-BO Y 


“RIGHT” FROM THE START 


No. 804 White Elk 
No. 802 Tan Elk 
size 4-6 B, C, D 
$2.20 
Terms 5%/15, net 30 


PRESTIGE 


Thomas Heels 
Long Inside Counters 
Short Top 
One Piece Vamp and Tongue 
Entirely Flexible 


SHOE MFG. CO. 


Milwaukee, Wis. 


Co 





Chamber of Commerce to 
Sponsor California Show 


Los ANGELES, CALIF.—Inaugurating 
a new idea in shoe shows for 
western retailers, the First California 
Shoe Fair will be held in Los Angeles, 
January 15, 16 and 17, at the Biltmore 
Hotel, according to an announcement 
by Harold W. Wright, manager of the 
Domestic Trade Department of the Los 
Angeles Chamber of Commerce, spon- 
sors of the event. 

This Spring footwear show, first ever 
sponsored for the shoe industry by the 
Los Angeles Chamber of Commerce, 
will be the largest shoe show ever con- 
ducted in the West. Complete new 
styles of footwear for men, women 
and children, created and produced by 
leading eastern, Midwest and California 
manufacturers, will be featured. 

Occupying the entire second and 
third floors of the Biltmore Hotel, the 
California Shoe Fair is assured ample 
exhibit space, convenience and service 
to care for the professional store 
buyers. 

Advance reservations indicate that 
more than a hundred manufacturers 
plan to be represented with new Spring 
lines. Invitations are being sent to 
2,500 shoe buyers in the eleven western 
states and the mammoth event is ex- 
pected to attract a record attendance. 


Chairmen Named for 
Michigan Show 


Detroit, Mich.— The program for 
the Michigan Retail Shoe Dealers As- 
sociation Annual Shoe Fair to be held 
at the Hotel Statler, Detroit, Janu- 
ary 12 to 14, is fast assuming shape. 
Reservations have definitely been made 
already for more than 50 per cent of 
the space available, according to Na- 
than Hack, of Hack Shoe Co. Sam 
Plotler and Sam Weise of the shoe 
travelers have been appointed chairmen 
of the Style Shoe Committee; Sam 
Kane and Nathan Hack, chairmen of 
publicity; Walter Magee, of Crowley’s, 
chairman of entertainment; Guy Dick- 
son, of The J. L. Hudson Co., chairman 
of registration. 


After-Ski Items for Christmas Selling 


After-ski items should play a large part in any shoe store’s Christmas selling, and 
those shown above are attractive enough for any Christmas stocking. Top, after- 
ski shoe by L. B. Evans of soft reversed leather lined with shearling. Center, two 


versions of the popular sock shoe with knitted top and felt sole. 
model at the left has a velveteen toe. Crysler Products. 
Below, two more models of the sock shoe. 


a decorative cuff. Burson. 


The Tyrolean 
The one at the right has 
Left, 


Crysler Products; right, a cable stitched design with corduroy heel and toe from 
Bertlyn Corp. 





Curtiss in Charge of Shoes 
At New Broadway Store 


PASADENA, CALIF.—The new Broad- 
way Department Store, which is about 
ready to be open, will have complete 
shoe departments for men, women and 
children. V. M. Curtiss will have com- 
plete charge of the shoe activities, as 
well as retaining his present position 
as shoe merchandiser in the Broadway 
main store in Los Angeles. The store 
erected for the Broadway, here, is con- 
sidered one of the country’s finest es- 
tablishments in point of modernity and 
efficiency. 


“Barrels of Shoes” Campaign 


Detroit, MicH.—The officers and di- 
rectors of the Michigan Retail Shoe 
Dealers’ Association, at a meeting held 
in Lansing, last week, laid out a pro- 
gram for the participation of the retail 
shoe merchants throughout the state in 
the widespread campaign for “Barrels 
of Shoes for War Refugees” in coopera- 
tion with local newspapers. Letters 
were this week sent to merchants 
throughout the state by R. J. Schmidt. 
president of the M. R. S. D. A., an- 
nouncing this plan and asking their 
cooperation in an effort to reach a 
goal of 1,000,000 shoes from Michigan. 
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SALESMEN WANTED 





POSITION WANTED 


WANTED TO PURCHASE 





SALESMEN WANTED for all territories. 
Commission basis. Fast selling general line 
of rubber and leather ie Adi pg ag 
enced pratuetee need y. Address care 
Boot Shoe fa 100 East 42nd Street, 
New York, N. 





Exeaeences SALESMAN wanted for in- 

stock line of Women’s Novelty Shoes; Arci: 
Support Shoes, and Sport Oxfords for Western 
Pennsylvania, on a commission basis. Address 
$928, care Boot & Shoe Recorder, 100 Bist 
42nd Street, New York, N. Y. 





O88 wt and adjacent territory open on Nation- 
ally known high-grade line of Juvenile and 
owing is’ shoes with growing business. 
nusual future opportunity. State all details 
in first letter. Address Box $932, care Boot & 
Shoe Recorder, 209 South State Street, Chicago, 
ti. 


ALESMEN WANTED FOR SIDE LINE to 

represent factory, outstanding women’s $5.00 
retailers semi-novelty dress and stout arch sup- 
port shoes, AAA to EEE. Commission basis 
only. State full particulars, territory now mak- 
ing and line handling at present. Address Box 
£934, care Boot & Shoe Recorder, 209 South 
State St., Chicago, Illinois. 


SALESMEN who can sell any or all branches 
of the Leather industry, including Industrial 
Accounts. Revolutionary new Invention. Placed 
on free trial. Sells itself. Spectacular two- 
minute demonstration. Orders financed by fac- 
tory. Men earning high as $100.00—$150.00 
pen SS Peery - or full time. Experience un- 

Protected territory still available. 
FREE. ")EMONSTRATOR OFFER. Sales- 
manager, 2440 Lincoln Ave., Dept. R648, Chi- 
cago. 








SUCCESSFUL choo organization requires res the 
services of a super salesman to sell and as- 
sist in the management of a high grade shoe 
department of Women’s and Children’s shoes. 
Gentile. State full particulars. Salary based 
upon results. Address $935, care Boot & Shoe 
a - al 100 East 42nd Street, New York, 


ALESMEN Wanted: To sell Unica made 
rb al Ba pom on — commission basis in 
Washington. NORTH LEB- 

ANON SHOE FACTORY, Lebanon, Penna. 


A RE-ARRANGEMENT of territories creates 
vacancies for three high grade salesmen to 
sell a popular priced, pationally known In- 
Stock Line of Women’s Novelty Footwear. 
Qualifications must include road selling experi- 
ence and a desire to make real money. Address 
£937, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 


ALESMEN WANTED for North Carolina 
and South Carolina; Georgia and Florida; 
Mississippi, Louisiana and Alabama; Oklahoma 
and Arkansas. In-Stock line of fast selling shoes 
for daytime and evening wear. Retail at $3.00 
and $4.00. eee with established trade 














preferred. Strict bristly conemeeian, Can be car- 
ried with non-conflicting line. In replying give 
ANNAHSONS 


references and accounts sold. H 
SHOE COMPANY, HAVERHILL, MASS. 





YOUNG man, 37, married. Fifteen years’ 
department and retail shoe store selling and 
managing experience, popular ome and high 
grade, desires position as nag it 
with aggressive organization. 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 





position WANTED: Crackerjack, 36 year 
old Buyer and Manager of prominent Men’s 


satan? 


‘Address £933. 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shee 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New Yor: 
Phone WOrth 2-5377 and 5378 








Shoe Department, desires Buyer or A 
Buyer position in South or est. Complete 
education; 6 years’ chain store (Manager, Dis- 
trict Manager, Supervisor); 6 years with larg- 
est Orthopedic house in world. 
fitting, selling and merchandising. Address 
2917, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 





FOR SALE 


DEAL STORE for party to make good living; 

established leading Family Shoe Store. Clean, 

balanced stock; best location; County Seat town 
Missouri, 8,000 population. Trade territory 
50,000. -Good reason for selling. Address £936, 
care Boot & Shoe Recorder, 100 East 42nd 
Street. New York, N. Y. 








OR sale-—-four shoe stores in the metropoli- 

tan area of New York City. With or with- 
out stock. Write to Triangle Shoe Company, 
| Wilkes-Barre, Pa. 





HOTELS 





-O1NG TO 
STAY AT 
sennox 
TS RIGAT DOWNTOWN 
GOOD PARKIN AND 
MAN, WHAT SERVICE / 


ST. LOUIS 
Hotel 











Harding Chairman of Roll Call 


Boston, Mass.—George E. Harding 
of the well-known sole leather firm, 
Howes Brothers Company, of this city, 
has taken the chairmanship of the Shoe 
and .Leather Division in the annual 
roll call of the American Red Cross. 
The campaign, in which this city is 
expected to raise $90,000, will begin 
November 11 and end November 30. 





Kiiows shoes, * 





BUYERS OF 


MANUUACITEL Steen ee 
URPLUS STOCKS 
oa tee be Een eo an cate 
Branded or unbranded. awe D-. 
Write, wire or phone. 
BARSH & CEASAR 
14 8. Third St. Philadelphia, Pa. 
Phone Market 91 








WE BUY 
Entire or Surplus Wholesale and Retai! 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vita!- 
ity, Arch Preserver, Queen Quality, Bos 
tenians, Stetson, Red Cross, Nunn-Bush, Etc 


IRVIN BUBIN 


Phone Barclay 7-7&87. New York City 








SHOE STORES WANTED 


FOR CASH 
Men’s, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
Unusual references on request. 

















Form New Wholesale Firm 


New YorK—Irving Friedman, I. 
Lipkin and Meyer Epstein, who had 
been with Crescent Shoe Company, 
New York, for the past 16 years, have 
recently resigned and are now organ- 
ized in their own business. 

This business is known as Midland 
Shoe Corporation and is located at 157 
Duane Street, where they will occupy 
the entire five-story building as a 
showroom and warehouse. 

This organization will specialize as 
an in-stock house carrying a diversified 
line of women’s shoes to retail at popu- 
lar prices. 








or 
rge, 75 cents 
address should be counted. 





cents. For all other classified advertisements 
box number is desired twelve words should be added for the address. In all other cases each word of the 


CLASSIFIED ADVERTISING RATES 
“Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini 


the rate is 7 cents per word. Minimum charge, $1.25. 


Beene ot ae neeey enenaes ebasttiettnnite to $520 ap tach with's mastmam of 46 words. 


ssified advertising is pavable in advance. 
S* Advertisements for this page must be in our New York office on Friday of the week preceding publication. “™ 
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Installs Permanent 


Slipper Shop 


New ORLEANS, La.—Women’s slip- 
pers have become important enough in 
yearly volume at the Maison Blanche 
department store in New Orleans to 
rate a full-size shop all their own, ac- 
cording to Frank Summers, women’s 
shoe buyer. Not only Christmas vol- 
ume, but the results of persistently 
merchandising slippers the year around, 
have meant that the former display of 
slippers near the front of the depart- 
ment was not large enough to accom- 
modate a quarter of the business. 

The answer is the handsome new 
permanent Slipper Bar which was re- 
cently completed at the entrance to 
the women’s shoe department. Featur- 
ing Louisiana gum wood and a three- 
sided display system which makes the 
shop command three angles of ap- 
proach, the new slipper shop has 50 
feet of display space around a hollow 
square, and will operate independently 
of the rest of the second floor shoe sec- 
tions. A stock of 800 pairs for replac- 
ing displayed merchandise is kept in 
a series of concealed cabinets under 
the display glass tops—enough that the 
shop can be maintained thus separately. 


Eight Firms Bid on Army 
Rubber Footwear Order 


Boston, Mass.—Bids on three lots 
of rubber footwear, totaling more than 
1,000,000 pairs, for use by the regular 
army of the United States, were 
opened on Nov. 1 at the Boston Quar- 
termaster Depot here. 


First to be opened were bids on 3,888 
pairs of rubber sport pacs, low bidder 
being the United States Rubber Co., 
which bid on the entire lot at $3.38 per 
pair. Other bidders were the Hood 
Rubber Co., $3.42 per pair, and the 
Converse Rubber Co., which bid on 
only 1,900 pairs at $3.45 per pair. 

The second lot was 800,000 pairs of 
cloth-top arctics, on which lot the bid- 
ding was: 

Endicott-Johnson Corporation, 25,- 
000 pairs at $1.95; Tyer Rubber Co., 
20,000 pairs at $1.97; Goodyear Rubber 
Co., 56,000 pairs at $1.98; Servus 
Rubber Co., 56,000 pairs at $1.98; Cam- 
bridge Rubber Co., 48,000 pairs at 
$1.98 less discount of one-fourth of 
1 per cent; Hood Rubber Co., 174,000 
pairs at $2.00; Converse Rubber Co., 
60,000 pairs at $2.00; United States 
Rubber Co., 400,000 pairs at $2.02. 

The third lot was 300,000 pairs of 
tubber-top arctics, bidding being: 

Goodyear Rubber Co., 18,000 pairs 
at $2.19; Hood Rubber Co., 60,000 pairs 
at $2.19 and an additional 70,000 at 
$2.38; Servus Rubber Co., 21,000 pairs 
at $2.20; Converse Rubber Co., 20,000 


pairs at $2.24; Tyer Rubber Co., 20,-. 
000 pairs at $2.24; Goodyear Footwear 


Corporation, 60,000 pairs at $2.25, and 
United States Rubber Co., 200,000 pairs 
‘at $2.26. 


Ohio Leather Company 
Celebrates 40th Anniversary 


GirarRD, OHI0—Celebrating the forti- 
eth anniversary of Ohio Leather Com- 
pany, Girard’s largest industry and 
the largest calfskin tannery in the 
world, The Girard News issued a 
fortieth anniversary number of nine 
sections dedicated to the event. 

In recognition of the many benefits 
which Girard has derived from its lead- 
ing industry, civic leaders gathered to 
pay tribute to executives of the com- 
pany. An informal testimonial dinner, 
attended by 100 representative Girard- 
ians, entertained officials and depart- 
ment heads at the Mahoning Country 
Club. 

Seated around the dinner table, 
Girard residents met and chatted with 
the men responsible for the outstanding 
success of the Ohio Leather Company. 
Girard business men gained a better 
understanding of the industry’s prob- 
lems, and came in closer contact with 
the company’s officials than ever before. 

Isaac Griffith was general chairman 
of the dinner, sponsored by the Girard 
Business Men’s Association, of which 
Donald O. Welty is president. Edward 
G. Hauser was selected as toastmaster. 
The dinner was entirely informal, en- 
tirely spontaneous, entirely an expres- 
sion of the good will Girard feels 
toward its leading industry. 

Everyone who attended the dinner 
wrote a few words in a leatherbound 
book, which will be treasured by com- 
pany officials as a memento of the 
fortieth anniversary. Presentation of 
a plaque, to be placed in the offices of 
the Ohio Leather Company. 

Victor G. Lumbard, president of the 
Ohio Leather Co., was singled out for 
special honors. Under his direction, 
the Ohio Leather Company has made 
its greatest forward strides, reaching 
new heights of accomplishment, and 
branching out to cover markets 
throughout the world. 


Bids on Munson Lasts Opened 


Boston, Mass.— Bids on 100,000 
pairs of Munson lasts, the type used 
in making army service shoes, were 
opened at the Boston Quartermaster 
Depot at the local Army Base on No- 
vember 8. This is the number of lasts, 
it is conservatively estimated, which 
would be required to make at least 
5,000,000 pairs of service shoes in one 
year of 300 workdays. The previous 
price paid for lasts of this type was 
about $1.40 per pair. 

The Boston firm of Bray, Stanley & 
Ellis, Inc., the only bidder, has been 
awarded a contract to make 4,414 pairs 
of felt Alaskan shoes. In line with 
the new policy, recently announced, the 
price at which this contract was 
awarded is not to be made public. The 
lone bid on this lot was opened Oc- 
tober 17. Announcement of the award 
was made October 28. 
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MERCHANTS’ NEEDS 











THE NEW! 
Dr. PYLE’S FOOT OSCILLATOR 


Makes fitting easier and quicker—Gives in- 
stant relief to most customers’ foot discom- 
forts and pains, and pute them in a buying 
mood. The Oscillator has been in use for 
many years by leading department and shoe 


A necessary addition to every shoe store 
and department. 

Price $49.50 A. C. Liberal Terms 
Write at once for nearest dealer's name te 
THE Vi-PED-EX CORP. 
STOCKTON, CALIF. 

Distributed by 


GENERAL @ ELECTRIC 
SUPPLY CORPORATION 


Bridgeport, Conn. 
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Promotes Army Dress Shoes 


DENVER, COLO.—Recognizing the fact 
that rapidly expanding army facilities 
are going to create a vast new market 
for officers’ shoes, the Florsheim store 
here is making an early bid for this 
business through a comprehensive dis- 
play and personal contact campaign. 
For the last several weeks, the com- 
pany has featured an attractive window 
setup showing plain-toed shoes of the 
type army officers wear. 

The current display uses as a center- 
piece, a miniature airplane—tying up 
with the rapid growth at Denver's 
Lowry Field, the army airport here. 
Displayed on either side of the plane 
are plain-toed shoes in two styles. 

At the same time, W. A. Rasmussen, 
manager, has been carrying on a con- 
stant personal contact campaign at 
army headquarters. The work he is 
doing is based on the need for gradual 
development of friendship and promo- 
tion of the style idea. 

“The effectiveness of any personal 
contact effort of this type depends on 
how consistently it is carried out,” 
says Mr. Rasmussen. “It’s a matter of 
taking the time to make a friend here 
and one there and taking the trouble 
to try and sell whoever you meet on 
the idea of perfection in style and 
quality. You can’t do a job of this kind 
overnight. But over a period of time, 
personal contact work on any given 
class of business will bring results.” 





